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Introduction 
Given that India is one of the world's largest consumer markets and is an emerging 
world economic champion too, this market presents a potentially vast untapped 
source for research and business. Who within the Indian family has influence at the 
various stages of the family purchase decision-making process? Does this influence 
vary by stage of the decision process or by type of purchase decision? Who within 
the Indian family makes the final purchase decision? Such questions are 
fundamental to a more thorough and complete understanding of family purchase 
decision-making within the Indian family. 
The purchase of a consumer durable product is an important occasion in Indian 
families (Kapoor, 2003). A large number of family and social factors influence 
consumer purchase decision process (Khan, 2000, Gupta & Chundawat, 2002). They 
evolve from a consumer's formal and informal relationships with other people. 
There are distinct roles in the family decision process, which throw light on how 
family members interact in different consumption related roles. To understandhfiiv^ 
consumers actually make their buying decisions, marketers must identify not only 
who makes the decision but also the roles played by various family members during 
the various stages and sub-decisions related to purchase. These findings can serve as 
vital inputs in the product design, improvement as also in formulating the 'right' 
marketing strategy. 
With about 75% of population living in the villages and generating nearly half of the 
national income, the rural market is increasingly playing a very important and 
decisive role in the Indian marketing environment (Bargal, 2004). These rural 
markets exhibit linguistic, regional and cultural diversities and economic disparities, 
and hence, are considered to be more complex to deal with than the urban markets. 
Researchers (Aneja, 1996; K. Reddy, 1996; P. Reddy, 1996; Sathyavathi, 1996; Dey 
& Adhikari, 1998; Kashyap, 2000; Krishnamoorthy, 2000; Krishnamacharyulu & 
Ramakrishnan, 2002; Manjunatha, 2004) have time and again asserted that the rural 
consumer is different from his urban counterpart. Both the markets significantly 
^^c0^ 
differ from one another in considering general and product specific factors lil<e 
brand image, guarantee, warranty, credit availability & after sales service while 
making their purchase decisions for durables (Mathur,1995; Prema,1998; 
Krishnamacharyulu & Ramakrishnan, 2002; Halan, 2003; Trehan «fe Singh 2003; 
Kashyap, 2005). This can perhaps be attributed to the differing social, economic and 
cultural factors. 
From the survey of the extant literature it becomes clear that the researchers in India 
have till date focused more on purchase behaviour of individual rural consumers. 
Studies addressing the issue of involvement of family members during different 
stages of the decision-making process and the various related sub-decisions are few 
and far between (Kumar, 1998; Sayulu & Reddy, 2002; Shivakumar & Arun, 2002; 
Lokhande, 2003; Lokhande, 2004; Nagaraja, 2004).Thus, the researcher thought it 
appropriate to make an attempt to explore the dynamics of family purchase 
behaviour in the rural context. 
The Problem 
In India, gradual changes are taking place in the cultural and sociological ethos, 
which have triggered changes in the purchase process and consumption patterns of 
Indians (Dhobal, 1999; Bijapurkar,2000; Khan, 2000; Gupta & Chundavat, 2002; 
Kapoor, 2003). Rise in consumerism, emergence of nuclear families in the urban 
context, emergence of an assertive middle class, increasing financial independence 
of women, more convenience oriented lifestyles, fewer children per household, 
increased media exposure and many more factors have led to a paradigm shift in the 
roles played by family members in buying decision making. 
Similar changes to a lesser extent have taken place in the rural setup due to a gradual 
shift from agriculture to non-agricultural activities (Bijapurkar, 2002) and 
emergence of'individualised joint families' (Kashyap, 2005), and increased literacy 
and media exposure. Earlier women and children as such had no role to play in the 
decision making process, however, now due to the aforementioned reasons their 
level of participation has significantly gone up (Pareek, 1999; Krishnamurthy & 
Lokhande, 2000; Khairoowala, 2001; Lokhande, 2004; Nagaraja, 2004). 
husband, wife, son, daughter, grand father, grand mother) and the dependent 
variables- stages in the decision process (i.e. idea initiation, information 
collection and final decision). 
3. To investigate the effect of individual's position in the family on the 
involvement in the product related sub decisions, i.e. the relationship 
between the independent variable—individual's position in the family (i.e. 
husband, wife, son, daughter, grand father, grand mother) and the dependent 
variables—the various product related sub decisions (i.e. amount to be spent, 
when to purchase, what brand, type, size, colour and quantity to purchase 
and from which dealer) for four consumer durables—two-wheeler, 
television, radio, Video Compact Disc Player (VCD), one service (i.e. 
insurance) and three FMCG items—edible oil, tooth paste and washing 
powder. 
4. To investigate the effect of type of family i.e. nuclear family and joint family 
(independent variable) and member's involvement during the purchase 
decision stages (dependent variable). 
5. To investigate the effect of type of family i.e. nuclear family and joint family 
(independent variable) and member's involvement in product related sub 
decisions (dependent variable). 
6. To investigate the effect of individual's life stage (i.e. - pre-teens, teenage, 
early adulthood, middle adulthood, late adulthood and old age) and his 
involvement during the stages of purchase decision process (dependent 
variable). 
7. To investigate the effect of individual's life stage (i.e. - pre-teens, teenage, 
early adulthood, middle adulthood, late adulthood and old age) and his 
involvement in the product related sub decisions (dependent variable). 
8. To investigate the effect of individual's education, occupation, income and 
gender (independent variable) and his involvement during the stages of 
purchase process (dependent variable). 
9. To investigate the effect of individual's education, occupation, income and 
gender (independent variable) and his involvement in the product related sub 
decisions (dependent variable). 
The Methodology 
The study is primarily based on the premise that the individual's position in the 
family, life stage and type of family — independent variable — and stages and sub-
decisions in the purchase of specific products — dependent variable — are 
independent of each other as far as the relative involvement of different family 
nieiiibcrs is concerned, ['or the purpose of acliicving Ihe objectives of the study. 
hypotheses were framed on the basis of specific product categories, the stages of the 
decision process, and the sub-decisions involved in the purchase of each product. 
The rationale behind the selection of the aforementioned products for the present 
study was that these products represent buying situations ranging from complex 
buying decisions (e.g. two-wheeler) to relatively less complex ones (e.g. tooth paste) 
and also the number and type of role played by the various family members is 
expected to vary in each case. Further, since the products were of use to all members 
of the family their participation in decision making for the same was assumed. 
The research instrument designed for the study consisted of structured questionnaire 
and the respondents were required to indicate their level of involvement with the 
help of three-point rating scale viz. HI (highly involved), MI (moderately involved) 
and Nl (not involved). The simple scale format allowed the researcher to easily 
collect data even from children who possess varying cognitive levels. 
Data was collected from a sample of rural families consisting of husband, wife, 
children and grandparents from June 2004 to December 2005. These families were 
residing in eight different villages of four blocks that were randomly selected from 
Aligarh district (Uttar Pradesh, India). Of the 241 families (randomly picked up 
from an exhaustive list prepared by the researcher) that were initially approached, 
those households were identified that had purchased at least two of the durables 
during the last two years to minimize forgetting effect (Khan, 2000), or had not 
received the same as dowry* during marriage in the household or as gifts from a 
relative living in a city. This resulted in a sample of 176 households; questionnaires 
were administered to these households. After collecting the data from 176 
households, it was found that questionnaires from 152 families (499 individuals) 
were suitable for further analysis. 
While administering the questionnaire, the members of the family were instructed 
not to confer or consult one another and the researcher made it a point to be present 
so as to respond to doubts and queries regarding the questions in the research 
instrument. The researcher personally assisted the children in filling up the 
questionnaire after explaining to them the contents of the questionnaire and eliciting 
their views. 
So as to maintain data integrity, at the very outset, the database was maintained using 
SPSS 13 Software Package. This was essential because for each family member about 
75 data entries (7 for the demographic section of the questionnaire and 68 for the 
decision stages and the sub-decisions for the eight products under study) had to be 
performed. The maintenance of such a huge database (consisting of about 37,425 data 
cells) would have been quite cumbersome if not impossible using other available 
software. 
For the purpose of ascertaining whether there were significant differences in the 
responses vis-a-vis respondent's position in the family, life stages, education, and 
occupation for the various decision stages and the related sub-decisions for each 
product, the Kruskal-Wallis-H Test was employed. For ascertaining variations in the 
responses from nuclear and joint families in case of each of the decision stages and 
also with respect to the sub-decisions for each of the products under study, Mann-
Whitney-U Test was used. 
l)t)\vry or DciheJ (ulso known us lioussoau) is llic pjiyinciil in cusli or/and kind by (lie i)ridc's funiily to Ihc 
hriiU^grooni's Cnmily nlonj? will) llio giving avv;iy of tin; hrido (callod Kiinyadtian) in Indian marriage. In India, 
size of die dowry is direcdy proportional to Uic giooni's social sUiliis, and is slill very ainuuon in arranged 
marriages and in rural areas. When Uie dowry amount is not considered sulTicient, the bride is ollen harassed, 
abused and her life made miserable. Though, in India, demanding dowry is prohibited by a law enacted in 1961, 
it is still widely recognized as a traditional ritual of marriage. 
Conclusions 
The cultural and sociological ethos In the Indian rural set up arc undergoing a 
gradual change with increased literacy, a shift from agriculture to non-agricultural 
activities, emergence of 'individualized joint families', and increased media 
exposure, which have triggered changes in the purchase process and consumption 
patterns of rural consumers. One can observe a gradual shift from unilateral decision 
making to joint decision making process marked by increased participation of wife 
and children. But, the involvement of family members in purchase decision process 
depends to a great extent on the nature of the product, stages of the purchase 
decision process, and the sub-decisions related to purchase. 
Male Family Members (MFM), particularly, husband and grandfather, play a 
dominant role as far as the resource allocation and vendor selection is concerned in 
almost all the product categories. Female Family Members (FFM), particularly, wife 
and grandmother, play a dominant role and are actively involved in the purchase 
decisions involving household items thereby indicating the prevalence of traditional 
sex role norms in the Indian rural set up. Children are increasingly playing an active 
role not only in the purchase decision of FMCGs but also in the purchase of higher 
end items like television, VCD etc. and they display significant level of brand 
awareness. The education, occupation and income of the members also have a 
significant bearing on their involvement in the purchase decision process. 
One of the most interesting and noticeable development vis-a-vis the rural set up in 
India is the emergence of 'individualized joint families' where individuals branch 
off to form nuclear families (with separate cooking arrangements), live separately on 
a daily basis and make independent purchase decisions for FMCGs. But unlike their 
urban counterparts, they bond with the 'parent' family for social occasions and seek 
the advice of I'amily elders in important decisions involving heavy investments as is 
seen ill the present study where grandfather is seen playing a doniiiianl role 
especially in case of resource allocation in the purchase of nearly all the durables 
under study. 
Marketing implications 
As earlier stated, rural markets offer huge untapped potential to the marketers and 
academicians alike and the buying behaviour demonstrated by the inhabitants of 
rural India differs significantly from their urban counterparts. But, surprisingly, not 
much research has been done in the area of rural buying behaviour more so in the 
area of family purchase behaviour and the marketers usually try to extend urban 
marketing programmes to these rural areas, which generally do not produce the 
desired results. 
An in-depth knowledge of the rural psyche and buying patterns is one of the 
prerequisites for making a dent into the rural market. The insights thus gained may 
also facilitate practitioners to re-engineer their offerings keeping in mind the 
peculiar needs and preferences of the rural consumers The present study in addition 
to having academic worth has practical implications. The results of this study may 
prove to be useful in designing marketing strategies and in this context a number of 
suggestions have been made to the marketers in the which may serve as vital inputs 
in developing promotion campaigns, selecting markets, market segmentation and 
product design and development. 
Future Directions for Research 
As the geographical extent of this study was limited to the villages of Uttar Pradesh, 
India, similar studies in other regions of the country would add both breadth and 
depth to our understanding of the family as a decision making unit considering the 
simple fact that the rural market is not only large, but also geographically scattered 
and exhibits linguistic, regional, economic and cultural diversities. 
Children have emerged as a dominant player in the purchase process involved in the 
purchase of not only FMCGs but also big ticket items. Thus, more studies dealing 
specifically with the involvement of children belonging to different age groups are 
needed to ascertain as to which group plays a more dominant role across different 
product category especially in the Indian rural context. 
The sub-cultural factor of religion, and the related dimension of religious 
orientation, also has been found to be associated with family decision making 
8 
(Guber, 1991). They assume even greater significance in the Indian rural settings 
where buyer is strongly bagged down to local social and cultural pressures (customs, 
habits, religion, and attitude) which have indomitable influences on the buying 
pattern (Kashyap, 2000; Mathur, 2005). This aspect needs to be explored in the 
Indian rural context. 
Considering the fact that the rural respondents are sometimes semi-literate and 
illiterate, the researchers need to reorient their enquiry approaches to get amore 
insightful outcome for e.g. innovative research tools like images with varying 
expressions to ascertain preference and liking, colour association tests could be used 
(Krishnamurthy, 2000; Krishnamacharyulu & Ramakrishnan, 2002). Alternative 
research approaches like observational studies, interactive interviewing and focus 
group interviews can also be adopted. 
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PROLOGUE 
Marketers and strategists have long realized that in order to successfully design the 
marketing mix and position their offerings, an in-depth understanding of the 
consumer psyche and different dimensions of decision making process are 
inevitable. They have acknowledged the role of family in general and involvement 
of husband-wife dyad in the purchase decision-making process in particular. 
Studies have revealed that the roles of family members are fluid and continuously 
changing with time. They are likely to shift, depending on the specific product or 
service, the family role structure orientation and the specific stage in the decision-
making process. With these changes there is also a continuous change of the 
members' involvement in the purchasing decisions. So the behaviour of the said 
members as consumers has to be studied regularly to identify the main decision 
makers within the family. 
The information concerning involvement of family members during different stages 
of the decision-making process and the various related sub-decisions in the Indian 
context is in its nascent stage with even lesser work having been done in the rural 
context. Further, the extant US centric research in the context of family decision-
making has been mainly oriented towards studying the involvement of husband-wife 
dyad in the purchase decision and that too in the urban context. Interestingly, other 
members of the family, particularly children and grandparents who also play an 
important role have been largely ignored. 
Through the present study an attempt has been made to bridge this gap and to 
provide a realistic insight into the dynamics at play in the family decision-making 
process in the Indian rural context. 
This thesis is divided into seven chapters. Chapter 1 tries to provide a brief 
introduction of family and purchase decision process, the need for the study and the 
research objectives. 
Chapter 2 tries to identify the dominant players in the family purchase decision 
process in the light of the extant literature. 
Chapter 3 deals with the methodology and related sub-headings pertaining to 
hypothesis, research design, sampling plan and the instrument administered, the 
profile of the respondents, limitations of the study and the method of analysis 
adopted for the present study. 
Chapter 4 contains the analysis and interpretation of data. It is an attempt in the 
direction of unraveling the involvement of various family members and the family 
dynamics at work in the purchase of the products under study. 
Chapter 5 presents the summary of the results and discussion. The findings are 
presented in the form of sections dealing with stages of decision-making process and 
the sub decisions relating to the products under study. 
Chapter 6 includes the conclusions drawn from the study that may serve as vital 
inputs to the marketing practitioners in developing the promotional campaigns, 
selecting markets, market segmentation and product design and development. 
Chapter 7 deals with suggestions pertaining to future research in the area. 
Sadaf Siraj 
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CHAPTER 1 
INTRODUCTION 
Given that India is one of tiie world's largest consumer markets and is an emerging 
•world economic champion too, this market presents a potentially vast untapped 
source for research and business. Who within the Indian family has influence at the 
various stages of the family purchase decision making process? Does this influence 
vary by stage of the decision process or by type of purchase decision? Who within 
the Indian family makes the final purchase decision? Such questions are 
fundamental to a more thorough and complete understanding of family purchase 
decision making within the Indian family. 
The purchase of a consumer durable product is an important occasion in Indian 
families (Kapoor, 2003). A large number of family and social factors influence 
consumer purchase decision process (Gupta & Chundawat, 2002). They evolve from 
a consumer's formal and informal relationships with other people. There are distinct 
roles in the family decision process, which throw light on how family members 
interact in different consumption related roles. A large number of purchase decisions 
are also influenced by a person's interaction with his friends, relatives and 
acquaintances. To understand how consumers actually make their buying decisions, 
marketers must identify who makes and has input into the buying decision and 
thereby design marketing campaigns targeting them. 
The information concerning involvement of family members during different slagcs 
of the decision making process and the various related sub-decisions in the Indian 
context is in its nascent stage with even lesser work been done in the rural context. 
One of the key features of the Indian society is unequal status relationship between 
males and females in the family. The social norms prevalent in India have long 
emphasized seniority among family members and the dominant role of the male 
(Hofstede, 1980; and Brislin, 1993; Khan, 2000). Such masculine cultures typically 
emphasize strongly differentiated sex roles. But this trend is gradually changing as 
the purchase of a consumer durable, which is an important occasion in Indian 
families, has now become a collective process with women and teenage children 
playing a major role on product and brand choices (Nagraja, 2004). In fact, decision 
making is now a democratic process in the family where woman may be the initiator 
and /or product cvaluator, man the financier and child, an influencer. 
1,1 Rural Markets. Their Rise to Prominence 
With about 75% of population living in the villages and generating nearly half of the 
national income, the rural market plays a very important and decisive role in the 
Indian marketing environment. The Indian rural market is almost twice as large as 
the entire market of USA or Russia (Bargal, 2004). This market is not only large, but 
also geographically scattered. It exhibits linguistic, regional and cultural diversities 
and economic disparities, and hence, it can easily be considered as more complex 
than the market of a continent as a whole. 
Marketers and researchers have long realized the importance and the significance of 
the rural markets and acknowledged their complexity and ever-changing dynamics. 
Researchers have written at length about the prospects and the problems of the rural 
consumer (Aneja. 1996; K. Reddy, 1996; P. Reddy, 1996; Sathyavathi, 1996; Dey & 
Adhikuri, 1998; Kashyap, 2000 and Krishnamoorthy, 2000; Krishnamaeharyulu & 
Ramakrishnan, 2002; Manjunatha, 2004) and time and again asserted that the rural 
consumer is dilTercnl from his urban counterpart. Both the markets significantly 
differ from one another in considering general and product specific factors like 
brand image, guarantee, warranty, credit availability & after sale service while 
making their purchase decisions for durables (Mathur,1995; Prema,1998; 
Krishnamaeharyulu & Ramakrishnan, 2002; Halan, 2003;Trelian & Singh 2003; 
Kashyap. 2005h), This can be attributed to the differing social, economic and 
cultural factors; Rural consumers arc mostly farmers whose income receipts are 
dependent on the vagaries of nature in contrast to a wide range of professions in 
urban areas (Prema, 1998; Halan, 2003). The seasonality of income receipts 
centering around harvest season is reflected in their purchasing behaviour also. 
According to researchers (Halan, 2003; Kashyap, 2005a, b) in the urban family, wife 
and often even children (pester power being the latest buzzword in mariceting 
scenario) are involved in the buying process But in a village, because of lack of 
mobility and their having very little contact with the market, it is the men who 
generally make the purchase decisions. But a different and contradictory view has 
been stated by (Pareek, 1999; Krishnamurthy & Lokhande, 2000; Khairoowala & 
Siddiqui, 2001; Lokhande, 2004; Nagaraja, 2004) according to which even though 
men and children may actually go out and buy the product, it is usually the women 
who make the brand decision and this is more so in case of household (groceries and 
utensils) and FMCG products. The rural buyers in India provide a tremendous range 
of contradictions and paradoxes which baffle the marketers who had an urban 
mindset and, even more so, the foreign observers. Rural consumers are far less 
homogeneous than their urban counterparts and differ from region to region 
(Krishnamacharyulu & Ramakrishnan, 2002; Bargal, 2004) and therefore it is very 
important to understand their psyche and to design tailor made products and 
marketing communications. 
1.2 Family and Purchase Decision Process- An Overview 
The family is a complex and ever evolving core institution in many of the world's 
societies or nations. It exerts a major influence on the consumption behaviour of its 
members. For a family to function as a cohesive unit, one or more family members 
must carry out roles or tasks. There are eight distinct roles in the family decision 
making process (Schiffman & Kanuk, 1995) which provide an insight into how 
family members interact in their various consumption related roles: 
1. Influencers: Family member(s) who provide information to other 
members about product or service. 
2. Gatekeepers: Family member(s) who control the flow of information 
about a product or service into the family. 
3. Deciders: Family member(s) with tl^ e power to determine unilaterally or 
jointly whether to shop for, purchase, use, consume, or dispose of a 
specific product or service. 
4. Buyers: Family member(s) who make the actual purchase of a particular 
product or service. 
5. Preparers: Family member(s) who transform the product into a form 
suitable for consumption by other family members. 
6. Users: Family member(s) who use or consume a particular product or 
service. 
7. Maintainers: Family member(s) who service or repair the product so that 
it will provide continued satisfaction. 
8. Disposers: Family member(s) who initiate or carry out the disposal or 
discontinuation of a particular product or service. 
Ordinary marketing views the individual as both decision-maker and consumer. 
Family marketing adds three other possibilities: (Boutilier, 1993). 
• Some purchases have more than one decision-maker. 
• Some purchases have more than one consumer. 
• Sometimes the purchaser and the consumer can be different people. 
The family marketing model suggested by Boutilier (1993) contains 9 cells, each of 
which represents a different pattern of purchaser/consumer relationships: 
• Purchase decision-maker can be a single individual, a .sub.set of 
individuals in the family, or all the members of the family. 
• Consumers can be one. some, or all family members, 
• The product may be purchased (or the buyer to use or for someone 
else. 
• Some decision-makers may consume the product, while others may 
not. 
Understanding the distribution of consumer and decision maker roles within a family 
is crucial to developing a family marketing plan. To develop this understanding, it is 
useful to put purchasers and consumers into three categories, based on the number of 
people who share the role: one, some, and all. 
Since 1970 the interest of consumer researchers increased in examining the extent 
and nature of husband-wife influence in purchase decisions after the pioneering 
work of Davis (1970, 1971, 1974, and 1976). Davis' studies provided an impetus to 
the other researchers who too focused their energies on the dynamics of home 
buying by the families and the roles played by the various members. Research on 
family-member influence in durable goods buying is more abundant than that on 
frequently purchased items. Even a casual observer would probably agree that 
important, one-time purchases are likely to involve more than one household 
member. The automobile purchase has been another popular arena in which to study 
marital roles (Blood & Wolfe, 1960; Brehl & Callahan Research, 1967; Conway / 
Milliken Research, 1969; Davis, 1970,1972; Green & Cuningham, 1975; and Haley, 
Overholer & Associates, 1975). 
The information about who influences the purchase decision within a family setup 
serves as the basic input in designing the marketing communication and 
subsequently in media selection. Researchers have categorised household decision-
making as husband dominated, wife dominated, syncratic (joint decision) and 
autonomic (individualised decisions) (Herbst, 1952; Davis & Rigaux, 1974 and 
Lavin, 1985). According to Aronoff & Crano (1975) and Davis (1976) the marital 
role influence was found to vary among families while Cunningham and Green 
(1974) found that relative roles of husband and wife in purchase decisions change 
with the passage of time. 
Quails (1987) identified three factors that strongly effect a member's influence in 
ihe family. The financial resources of the family member, the importance of the 
decision to the family member and the sex role orientation of the family 
•member.Sheth (1974) and Hill (1988) have examined the impact of stage of the 
family life cycle. The role of social networks has been explored by Rogler & 
Procidano(1986). 
Because of a growing awareness of the role children play in family decision making, 
as well as a realization that the influence of children in family decision making 
•appears to have grown significantly over the past two decades (Sellers, 1989), 
increasing attention is being given to children and their role in family decision 
making (Foxman, Tansuhaj & Ekstrom, 1989a; McNeal 1998; Khan, 2000). 
Lackman and Lanasa (1993) note that the influence of children in consumer decision 
making appears to be growing, possibly due to greater affluence, higher consumer 
socializationofchildren, and increasing 1 ndependence of children as more 
mothers work outside the home. Shannon (1997) found that children are very 
capable of making choices between brands. 
1.3 The Indian Scenario 
As earlier stated, the research concerning involvement and influence of family 
•members at different stages of the decision making process and the various related 
sub-decisions in the Indian context is in its nascent stage especially in the rural 
context. 
Historically, Indian society has long been male dominated, with women deferring to 
men and serving in subordinated positions both in the home and in the work place 
but as the literacy rate is picking up, income level rising, and their being gradual but 
steady transition from an agrarian to an industrial economy from traditional family 
to democratic family setup, the role of women is changing and is further expected to 
change greatly. They are becoming increasingly aware of their rights and are 
marching shoulder to shoulder with men. Thus, their role in purchase decision 
making and actual buying has also undergone a drastic change. The male 
(breadwinner) is no longer the sole authority in purchase decision making (Dobhal, 
1999). Vincent (2006) in his study found high level of brand awareness among the 
children, their influence in the decision making process and independent decision 
making in case of FMCG's. Another study by Mishra (2006) found brand preference 
among children in tlie high involvement category including cars, computers and cell 
phones etc. Researchers Halan (2003) and Kashyap (2005b) also indicated the 
influence of children in the urban settings, in the context of role of females in the 
urban settings, a gradual shift is discernable with more and more women taking up 
Jobs and con.sequcnlly inllucncing the decision process (Khan, 2000), While I'arcck 
(1999), Krishnamurthy & Lokhande (2000), Khairoowala & Siddiqui (2001), 
Lokhande (2004), Nagaraja (2004) indicate the increasing influence of women in the 
buying process even in the rural context. Krishnamurthy & Lokhande (2000) and 
Suri & Singh (2003) found brand awareness among the rural children. 
1.4 Mapping the Cultural and Sociological Transition in India 
In India, gradual changes are taking place in the cultural and sociological ethos, 
which have triggered changes in the purchase process and consumption patterns of 
Indians (Gupta & Chundavat, 2002). Rise in consumerism, emergence of nuclear 
families in the urban context, rise of middle class, increasing financial independence 
of women, more convenience oriented lifestyles, fewer children per household, 
increased media exposure and many more factors have led to a paradigm shift in the 
roles played by family members in buying decision making. 
Similar changes to a lesser extent have taken place in the rural setup due to a shift 
from agriculture to non-agriculture activities (Bijapurkar, 2002) and emergence of 
'individualised joint families' (Kashyap, 2005b), increased literacy and media 
exposure. Earlier women and children as such had no role to play in the decision 
making process, however, now due to the aforementioned reasons their level of 
participation has gone up (Pareek ,1999; Krishnamurthy & Lokhande, 2000; 
Khairoowala 8c Siddiqui, 2001; Lokhande, 2004; Nagaraja, 2004). While in the 
urban context, families are splitting giving rise to nuclear families (Khan, 2000; 
Gupta & Chundavat 2002), the situation in the villages is somewhat different. 
Individuals are branching off to form nuclear families (with separate cooking 
arrangements) but they still continue to live in the traditional family compound 
(under one rooO. These hybrid families can be termed as 'individualized joint 
families' (IJF), which live separately on a daily basis and take purchase decisions 
independently for FMCGs and consumer durables (Kashyap, 2005b). But unlike 
their urban counterparts, they bond with the 'parent' family for social occasions such 
as marriage, childbirth, death, and family disputes. 
Another aspect that deserves attention is that the family member-influence is not 
static and is likely to shift, depending upon the specific product or service 
(Converse, Huegy & Mitchell, 1958; Wolff, 1958; Beckman & Davidson, 1962, 
Ferber & Lee, 1974; Wilkes, 1975; Davis,1976; Woodside & Motes, 1979 and G. 
Belch, M. Belch & Ceresino, 1985); Woodside & Motes, (1979) and the specific 
stage in the decision making process(Davis & Rigaux, 1974; Park & Lutz, 1982 and 
Belch et al, 1985). Thirdly, it also depends on the specific purchase factors 
(Bonfield, 1978 and Belch etal, 1985). 
Most of the studies on family purchase behaviour and decision making process are 
US centric and only a few studies have been conducted in Indian context and that 
too mostly in the urban setup. The rural setup has not drawn the attention it rightly 
deserves. As the influence of the family members in all types of decisions including 
product purchase decisions will vary across cultures and regions, the results of US 
centric studies as well as those related to urban context in India cannot help us in 
understanding the shifts in the rural context in India without verification. Through 
this study an attempt has been made to explore the dynamics of family purchase 
behaviour for selected products. The study has an applied bias considering the fact 
that the marketers now acknowledge that rural markets are increasingly playing a 
prominent role in designing of marketing strategies (Aneja, 1996; K. Reddy, 1996; 
P. Reddy, 1996; Sathyavathi, 1996; Dey & Adhikari, 1998; Kashyap, 2000 and 
Krishnamoorthy, 2000; Krishnamacharyulu & Ramakrishnan, 2002; Halan, 2003; 
Manjunatha, 2004).The intense competition in the already saturated urban markets 
coupled up with the untapped vast potential of the rural market makes it even more 
alluring. According to Ramaswamy & Namakumari (2002), it is the heat of 
competition in the urban markets which actually serves as the strong driver behind 
the growing interest of corporates in the rural market. 
1.5 The Need for the Study 
The rural sector holds enormous untapped potential for the marketers as well as the 
academicians considering the fact that about 75% of Indian population lives in 
villages and generates nearly half of the country's GDP (Bargal, 2004). The rural 
market share in case of FMCGs and consumer durables (table 1.1a, 1. lb), along with 
the present economic status and its future projections as indicated below further 
enhances its importance and significance. 
According to NCAER the 'consuming class', households with annual income of 
45000-2, 15,000 at 1994-95 prices, which is normally considered as the middle 
class, now totals 53.4 million, about 27.5 million of these middle-income 
households are in urban areas and 25.9 millions in rural areas. As proportion of the 
population, the consuming class has doubled from 14 percent of total households in 
1989-90 to 30 percent in 1998-99 and is expected to rise to 40 percent by 2006-07 
(Ramaswamy & Namakumari, 2002). 
There are almost twice as many 'lower middle income' households in rural areas as 
in the urban areas. At the highest income level there are 2.3 million urban 
households as against 1,6 million households in rural areas (The Hindu, 2001). 
I'urther, As per NCARR projections, the number of middle nnd high-income 
households in rural India is expected to be double that of urban India i.e. 111 million 
and 59 million respectively by 2007 (Halan, 2003; Parikh, 2004). 
An income dispersal projection by NCAER for 2006-2007 shows that the number of 
poor households will shrink by half to 28 million from 61 million in 1997-98, 
whereas the middle income households will double and the rich households will 
treble over the decade in rural India (Kashyap, 2005a). This upward push - taking 
rural people from poverty to prosperity- will lead to greatly increased purchasing 
power. Today's non-consumers comprising the rural poor will enter the market as 
first time buyers in large numbers. 
A survey conducted by NCAER in the mid-1990s showed that income from 
agriculture forms 50% of the income of households in rural areas. Rural households 
account lor an estimated 60% of total household expenditure on manufactured 
products in the country. A higher growth of rural incomes, therefore, boosts 
domestic demand for consumer goods (Awasthi, 2005). 
Of the all India total for 2003-04, annual rural household market size was estimated 
to be around 58% (Mathew & Sinha, 2005), while market size for food products and 
FMCGs was estimated to be 64% and 57% respectively. The corresponding figure 
for durable products was 52% of the all India total. 
In cases of several products, consumption is growing at a faster rate in the rural 
markets relative to urban markets. Many, new products have made their entry into 
the rural consumer basket. The upper segments in particular have started buying and 
using a variety of modem consumer products, which were still recently unknown in 
the rural areas (Trehan & Singh , 2003). In fact, the impression that the rural market 
is confined to certain traditional consumer products and agri-inputs has totally lost 
its validity in today's context. Today, a rural consumer is going for luxury products 
instead of purchasing gold and he seeks quality but at low prices (Kashyap, 2000). 
Rural demand is key to several industries' growtli as can be seen in the table given 
below: 
Table 1.1(a): Purchases of FMCG^ Share of Rural Markets of AH India Total 
Product 
Cooking Medium (oil) 
Foot wear 
Hair Oil 
Tea 
Toilet Soap 
Tooth Paste 
ToothPowder 
Washing Cake 
1995-96 
65.78% 
61.56% 
47.28% 
58.02% 
57.25% 
38.94% 
78.85% 
68.25% 
Source:. NCAEIi: Indian Market Demographic Report, 1998 
In 1998-99, the share of rural consumption among edible oils, stood at 64.2 per cent, 
while toilet soaps consumption was a high 48.2 per cent. The consumption of 
washing powders among rural markets stood at 48.5 per cent in 1998-99, indicates 
the findings by NCAER (Bhushan, 2002). 
ORG-MARG's data shows that so-called 'necessity' products (like popular soaps, 
detergent cakes, premium, soaps) show signs of saturation in both urban and rural 
markets, but the growth of 'emerging' products (like toothpaste, toffee, chewing 
gum) and 'lifestyle' products (like chocolate, coffee) is being fuelled by the rural 
markets (Rao, 2000). The rural market recorded a volume growth of 40% in the 
shampoo market, while the urban market's trailed along at 16% (Vyas, 2006). There 
is even a demand for high-end electronic products like projection TV's and 
refrigerators from rural areas, with an overall 45-50% spurt in sales compared to last 
year (Economic Times, 2005). According to recent industry estimates, the rural 
consumption of premium bikes and top-end cars has gone up by 35-40% 
(Vijayraghavan & Philip, 2005). 
Table 1.1(b): Purchases of Consumer Durables- Share of Rural Markets of All 
India Total 
Year 
Mopeds 
Motorcycles 
Scooters 
Refrigerators 
Colour TVs 
Washing Machines 
1985-86 
42% 
52% 
36% 
14% 
11% 
12% 
1992-93 
39.6% 
47.7% 
27.8% 
18.1% 
31.1% 
9.8% 
1997-98 
46.7% 
51% 
34.5% 
26.3% 
34.7% 
15.3% 
2001-02 
48.4% 
52.9% 
40.1% 
28% 
36% 
14.9% 
Source: NCAER: Indian Market Demographic Report, 2002 
With the increase in incomes, rich rural consumer is found lapping up a plasma 
television or a super premium saloon and the poor urban consumer opting for a low-
end bike or a 14-inch television (Vijayraghavan & Philip, 2005). The assumption 
that the rural population was primarily poor and that the urban population richer has 
been dropped by marketers, as it was found there are as many rural rich as there are 
urban poor. 
Several mobile service providers are foraying into the rural areas (Chakraborty & 
Chakravarti, 2005). Reliance Infocomm has a subscriber base of over 8.8 lakhs of 
which 35% are in small towns and rural hinterland and is witnessing a growth ofover 
10% against the growth of about 7% in the urban centers (Economic Times, 2005). 
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Rural India is borrowing faster than saving. Recent figures released by Reserve 
Bank of India* show that loans disbursed by banks in rural India are outstripping 
deposits mobilized by them. More interestingly, while the share of agriculture loans 
is falling, that of home loans and other personal loans is on the rise. The share of 
home loans and other personal loans has jumped from 3.2% to 7% and from 8.4% to 
11.9%, respectively. Bankers feel most of these loans are possibly to meet expenses 
like a wedding in the family, fund education and purchase of certain assets (Nayak, 
2005). 
.With more communication targeted at rural market, the demand can be satisfied only 
when sufficient funds are available. Providing consumer loans with terms and 
conditions that satisfy the consumers would perhaps increase the demand for 
consumer loans (Nandgopal &. Chinnaiyan, 2005), NCAER (2003) reported that the 
growth in the purchase of white goods that were financed is significantly higher than 
those, which have not been financed. Rural demand for white goods grew 22.40 per 
cent in 1999-2000, whereas the growth of financed white goods was 39.60 per cent. 
Insurance and Rural Market 
The rural market is vibrant and holds tremendous potential for growth of insurance 
business, particularly because of the strong saving habit (Joshi, 2004).In 2001-2002, 
•Life Insurance Corporation (leading player in the Indian insurance sector) sold about 
55 per cent of its policies in rural India (Kumar, 2004). According to Insurance 
Regulatory Development Authority (IRDA) Annual Report 2004-05, the number of 
authorized agents for LIC is 179815 in the rural sector. About 24 million Kisan 
(Farmer) Credit Cards were issued in the rural markets which exceed the 18 million 
mark issued in the urban market. The value of the average individual life policy sold 
in the rural areas as a percent of the average of all the individual life policies sold 
nationwide was 84% in 1990 and has hovered around that figure since then (Sinha, 
2005), 
*The Reserve Bank of India (RBI): It is the central bank of India, and was eslablished on April I, 1935 in 
accordance willi the piwisions oflhe Reserve Bunk of India Act, 1934. The Central Ollke is located at Munibai 
since inception. Ihougii originally privately owned, since nationalization in 1949. RBI is fully owned by the 
(iiivermncnl of InJiit, 
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Successes in private initiatives in rural India have emboldened players to view rural 
life cover business as a profitable one. For example, agro-products major ITC, which 
has set up a critically acclaimed e-choupal network across the country, has tied up 
with several insurance firms for actively selling life covers in rural India (Prahalad, 
2005). 
According to a study commissioned by private insurer ING Insurance, the savings 
ratio is a healthy 30% of income across all socio economic segments in rural India. 
The survey also shows that awareness about life Insurance is near universal and 51 
per cent of all respondents expressed intention to purchase a life policy. 
Another study by Associated Chambers of Commerce and Industry (ASSOCIIAM) 
has revealed that rural and semi-urban India shall contribute $ 35 billion to the 
Indian insurance industry by 2010 (www.deccanherald.com, 2006) including $ 20 
billion dollars by way of life insurance and the remaining through non-life insurance 
schemes. The paper found that there are a total 124 million rural households. In this 
environment; the scope for expansion for private players seems infinite. 
The rural consumer is now exhibiting an increasing propensity for insurance 
products. A research conducted exhibited that the rural consumers are willing to dole 
out anything between Rs 3,500 and Rs 2,900 as premium each year. In the insurance 
the awareness level for life insurance is the highest in rural India, but the consumers 
arc also aware about motor, accidents and cattle insurance. In a study conducted by 
MART the results showed that nearly one third said that they had purchased some 
kiiul of insurance willi the niaxiinum penelration skewed in favor ol" life insurance 
(Subramanian & Bliushan, 2003). The study also pointed out the private companies 
have huge task to play in creating awareness and credibility among the rural 
populace. The perceived benefits of buying a life policy range from security of 
income bulk return in future, daughter's marriage, children's education and good 
return on savings, in that order, the study adds. 
Despite the fact that the rural market is vibrant and holds tremendous potential for 
growth vis-a-vis various categories of product and services, yet, surprisingly most of 
the studies conducted till date have focused on the individual buyer behaviour and 
and from which dealer) for Four consumer durables—two -wheeler, 
television, radio, Video Compact Disc Player (henceforth referred to as 
VCD), three FMCGs—edible oil, tooth paste, washing powder and one 
service (i.e. insurance). 
4. To investigate the effect of type of family i.e. nuclear family and joint family 
(independent variable) and member's involvement during the purchase 
decision stages (dependent variable). 
5. To investigate the effect of type of family i.e. nuclear family and joint family 
(independent variable) and member's involvement in product related sub 
decisions (dependent variable). 
6. To investigate the effect of individual's life stage (i.e. - pre-teens, teenage, 
early adulthood, middle adulthood, late adulthood and old age) and his 
involvement during the stages of purchase decision process (dependent 
variable). 
7. I'o investigate the effect of individual's life stage (i.e. - pre-teens, teenage, 
early adulthood, middle adulthood, late adulthood and old age) and his 
involvement in the product related sub decisions (dependent variable). 
8. To investigate the effect of individual's education, occupation, income and 
gender (independent variable) and his involvement during the stages of 
purchase process (dependent variable). 
9. To investigate the effect of individual's education, occupation, income and 
gender (independent variable) and his involvement in the product related sub 
decisions (dependent variable). 
CHAPTER 2 
REVIEW OF THE LITERATURE 
2.1 An Overview of Family as a Decision making Unit 
The family is the most important consumer-buying organization in society, and 
.family members constitute the most influential primary reference group (Kotier, 
2003). According to Moschis (1985) a person acquires an orientation towards 
religion, politics and economics and a sense of personal ambition, self worth and 
love from his parents i.e. his family of orientation. Even if the buyer no longer 
interacts very much with his parents, their influence on the buyer behaviour can be 
significant. In countries where parents live with grown children, their influence can 
be subslantial. A more direct influence on everyday buying liehaviour is the family 
of procreation - namely, one's spouse and children. 
One of the trickiest problems for marketers is trying to llgure out who makes 
purchase decisions for a household. The problem being that there is rarely consensus 
among couples themselves. This may be caused, in part, by a difference in 
understanding what influence means (Klein, 1998).The information about who 
iniluences the purchase decision within a family setup serves as the basic input in 
designing the marketing communication and subsequently in media selection. 
Since 1970 the interest of consumer researchers increased in examining the extent 
and nature of husband-wife influence in purchase decisions after the pioneering 
work of Davis (1970, 1971, 1974, and 1976). Davis' studies provided an impetus to 
the other researchers who too focused their energies on the dynamics of home 
buying by the families and the roles played by the various members. Not 
surprisingly, they note a high degree of joint decision making in this respect (Blood 
& Wolfe, 1960; Bernhardt, 1974; Cunningham & Green, 1974; Davis & Rigaux, 
17 
1974; Hempel, 1974; and Munsinger, Weber & Hasnen, 1975). Those studies that 
subdivided the purchase into several interrelated decisions (Bernhardt, 1974) found 
considerable variability in the relative involvement of husband and wife. 
Family-member influence in durable goods buying has been a popular arena of 
research. Research in this area is more abundant than that on frequently purchased 
items. This is due to the simple reason that one-time purchases are likely to involve 
more than one household member. In contrast to non-durables, purchases of durable 
goods are often preceded by a progression of interrelated and critical decisions (like 
timing of purchase, acquisition of funds etc.) and activities through time. Husbands, 
wives, and children have more opportunities to become involved at one or more 
steps in the process. 
Another popular area of research has been in the case of automobile purchase (Blood 
& Wolfe, 1960; Brehl & Callahan Research, 1967; Conway / Milliken Research, 
1969; Davis, 1970, 1972; Green & Cuningham, 1975; and Haley, Overholer & 
Associates, 1975; Kapoor, 2003). Some researchers have used overall measures of 
influence on "deciding about buying a new car". Others have focused on husband-
wife influence regarding specific product attributes (e.g., make, model, color, 
interior, accessories, size, performance, features), shopping or use characteristics 
and budget considerations (e.g., price or when to buy). 
Researchers have categorised household decision making as husband dominated, 
wife dominated, syncratic (joint decision) and autonomic (individualised decisions) 
(Ilerbst, 1952; Davis & Rigaux, 1974 and Lavin, 1985). Husband dominated 
decisions were more prevalent in the purchase of such products as automobiles 
(Cunningham & Green, 1974; Kapoor, 2003). Wife was found to exert considerable 
influence on furniture purchase (Burns, 1981) food products (Haley and Overholser, 
1975; Sayulu & Rcddy, 1998; Ramaswamy & Namakumari, 2002; Kotler, 2003; 
Nagaraja, 2004) and small appliances (Burns & Divere, 1981). In a number of 
purchase decisions syncratic pattern was found such as buying home (Munsinger, 
Wcbcr & Hansen, 1975) and vacation (Filialraull & Ritchie, 1980). 
Market researchers Filiatrault & Ritchie (1980) suggest that seven variables arc 
associated with joint decision-making. In their view, families are likely to make 
decisions together when the perceived risk associated with the decision is high, 
when ample time is available for the decision, when the family places great 
importance on the decision, when there are no children in the family, and when the 
family contains two spouses but only one breadwinner. When all members of the 
family are also decision-makers, the family makes it consumer choice "as a family". 
Research in this area has indicated that husband/wife influence in purchase decision 
process depends to a great extent on three factors. Firstly, this influence is product 
specific (Converse, et.ai, 1958; Wolff, 1958; Beckman & Davidson, 1962, Ferber & 
Lee, 1974; Wilkes, 1975; Davis, 1976; Woodside & Motes, 1979 and Belch el al, 
1985); Woodside & Motes, (1979). Secondly, within a specific product category the 
husband-wife influence is also the function of stages in purchase decision process 
(Davis & Rigaux, 1974; Park & Lutz, 1982 and Belch et al, 1985). Thirdly, it also 
depends on the specific purchase factors (Bonfield, 1978 and Belch et al, 1985). 
According to Aronoff & Crano (1975) and Davis (1976) the marital role influence 
was found to vary among families while Cunningham and Green (1974) found that 
relative roles of husband and wife in purchase decisions change with the passage of 
time. Various mediating variables, which may have influence on family decision 
making, have been examined by a number of researchers (e.g. Kim & Khoury, 1987; 
Komarovsky, 1961; Michman, 1980). For example, Hallenbeck (1966) looked at the 
relative influence of referent power in the marriage and its possible link to decision 
making. Shcth (1974) and Hill (1988) have examined the impact of stage of the 
family life cycle. The role of social networks has been explored by Rogler & 
Procidano(l986). 
i'he role ol'l'aniiiy members also varies widely between countries and social classes 
(Koilcr, 2003). Vietnamese Americans, lor example, arc more likely to adhere lo 
traditional model where man makes the decisions for any large purchase. 
It is only recently has research begun to examine more in-depth cross-cultural 
aspects of family (i.e. husband-wife) purchase decision making (Cunningham & 
Green, 1974; Callan & Gallois, 1985; Green, Leonard!, Chandon, Cunningham, 
Vertage & Strazzieri, 1983; and Ford, LaTaur & Herthorne, 1995). At the forefront 
among these efforts is the work of Sullivan & O'Connor (1988). The typology of 
international societal sex role development refined by Sullivan & O'Connor (1988) 
utilizes societal development as a predictor variable on family decision making. This 
typology ranges from a patriarchal (or, to a lesser extent, matriarchal) orientation 
typical of many developing nations (e.g. India) to an orientation more fully 
characterized by egalitarianism or the joint sharing of decision responsibilities 
typically found in more developed nations (e.g. the US). Imperia, O'Guinn & 
Adams (1985) in a cross -cultural study found that Mexican-American families tend 
to be more husband-dominant than Anglo-Saxon families and that Angle-Saxon 
families engage in more syncratic purchase decisions. Husbands in less developed 
nations were found to make more unilateral decisions than their counterparts in the 
developed nations and that significantly more syncratic decisions take place in 
developed nations as compared to less developed nations (Green et al., 1983). 
2.2 The Role of Women and Children in Family Decision Making 
Women are rapidly gaining purchasing power in the household. Given women's 
great strides in the workplace, especially in non-traditional Jobs, traditional 
iiouschold purchasing patterns are gradually changing. Shifts in social values 
regarding the division of domestic labour have also weakened such standard 
conceptions as "women buy all the household goods" (Kotler, 2003). Studies have 
shown that baby boomer husbands and wives are more willing to shop jointly for 
products traditionally thought to be under the separate control of one spouse or the 
other (Lavin, 1993). In fact, in US, women now make up 50 percent of luxury car 
market (Kotler, 2003). 
Whether working wives would differ significantly from non-working wives in terms 
of how they shopped (Douglas, 1976) has also been a topic of debate which is 
seldom resolved. The debate has been about what convenience products and time 
saving appliances would find their way into the kitchens of women in the labor force 
and other sub-streams included the ciTect of the wife's employment on her decision 
role structure and on the effect of income on decision role structure. Decision role 
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structure in family decision making has been defined as the role in a purchase 
decision, e.g. whether the husband or the wife malces the purchase decision. 
Green & Cunningham (1970) were the first to examine the effects of the wife's 
employment on decision role structure. They found that husbands of employed 
women made significantly fewer decisions by themselves than husbands of women 
not in the labor force. Another Important finding of this research was that the 
influence given up by husbands was more likely to be shared by the couple rather 
than the decision turning into a wife-dominated one. More recently, Ruth & 
Commuri (1998) identified women's entry into labor force as an important influence 
•on how decision roles shift in a household. Strober &Weinberg (1977) controlled for 
income, and found that income and assets and not wife's labor force behavior were 
the significant predictors of resource outlay decisions. Strober & Weinberg also 
initiated the discussion about the relationship between the wife's labor force 
behavior and the purchase of time saving durables when they found no significant 
relationship between the two. NIckols & Fox (1983) clarified convenience as being 
made up of time saving and time buying strategies, and found evidence that certain 
time saving (preparing fewer meals at home, reduced time for leisure) and time 
buying (child care, disposable diapers) strategies were more prominent among 
women in the labor force. 
Further, evidence of this contention was presented later by Soberon-Ferrer & Dardis 
(1991). Bellante & Foster (1984) reported that the effects of labor force participation 
on the use of lime saving strategies were more a function of income and stage in the 
family life cycle. 
Schaninger & Allen (1981) suggested that there was much merit in treating the 
wife's occupational status as a summary construct because it represented a cluster of 
lifestyle and consumption patterns. They found differences between women 
employed in lower occupational status jobs and women employed in higher 
occupational status jobs, but these findings were not dissimilar from those reported 
across socio-income classes In general, 
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One significant departure in tiiis stream of research was a recent study by Webster & 
Rice (1996) that reported that when husbands and wives retire, a shift in power 
(favoring wives) occurred only when the incomes of the couple were significantly 
unequal. Such longer term implications of women's earnings on decision making and 
decision lolc structure hold relevance in the context of the rising incidence of the 
employment of women. 
A cursory review of research on family consumption and decision making behavior 
would lead one to wonder whether the field should be called spousal decision 
making or whether one should continue to use the misleading term "family." Much 
of this research has focused only on the husband and the wife, and the role of 
children often has been ignored (Lackman & Lanasa, 1993). Considering the 
complexity of relative influence between two decision makers, it is easy to 
understand why the three-factor interaction (father-mother-child iterative influence 
in decision making) is even more challenging. 
The first attempt, in marketing, to understand the role of children was made by 
Berry & Pollay (1968). They measured the assertiveness of the child (in favor of a 
brand preferred by the child) and the child-centeredness of the mother in the case of 
purchase of a brand of breakfast cereal. They found that high child-centered mothers 
purchased the child's favorite brand less frequently, implying that when a mother is 
child centered, she would purchase a brand that is good for the child and not 
necessarily one that is preferred by the child. Berry & Pollay also found that the 
assertiveness of the child enhanced the recall of the child's favorite brand among 
mothers. Examining shifts in such Influence across age, Mehrotra & Torges (1977) 
suggested that the extent to which mothers yielded to the influence of the child also 
depended on the extent to which mothers and children were exposed to advertising 
together. Attempting to refine the construct of influence by the child, Atkin (1978) 
found that while children do tend to make forceful demands at the point of purchase, 
their success depended on whether they "ask" or "tell," Atkin reported a greater 
success rate in the case of children that "tell" rather than "ask". 
Increased attention is being given to children and their role in family decision-
making (Foxman et al., 1989a; and McNeal 1998) with the realization that the role 
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of children in family decision making has significantly grown over the past two 
decades (Sellers, 1989).Lackman & Lanasa (1993) note that the influence of 
children in consumer decision making appear to be growing, possibly due to greater 
affluence, higher consumer socialization of children, and increasing independence of 
children as more mothers work outside the home. 
Shannon (1997) found that children are very capable of making choices between 
brands, and that majority of parents are content for this to happen. In addition, 
children with the latest brand name products reflect favourably on their parents' 
financial status. Once children enter school and are increasingly influenced by their 
peers, many parents feel subject to excessive demands for products such as 
expensive fashion-clothing (Darian, 1998). This issue has been addressed under the 
label o\ child pester power, where children who have been targeted with commercial 
•messages harass their parents into buying products (Marshall, 1997; Tylee, 1997). In 
dual earning I'ainilies there is paucity of time and such time poor families may 
permit or actively encourage their child's increased participation in family decision 
nuiking. 
With respect to specific attributes Foxman et al. (1989a) and Szybillo & Sosanie 
(1977) found that both parents and children perceived that children had low 
influence with respect to price, and several researchers found that children are more 
involved in color, style and brand decisions (Belch el al., 1985; Jenkins, 1979; and 
Nelson, 1979). 
Research on children's influence in family purchase decisions has examined many 
•different age groups. Five studies (Mehrotra & Torges, 1976; Jenkins, 1979; Nelson 
1979; Roberts, Wortzel & Berkeley. 1981; and Darlcy & Urn, 1986) examined Ihc 
inlluence of all children living at home, not focusing on a specific age group. Three 
studies focused on young children and the parental yielding aspect of child 
influence; Berey & Pollay (1978) included children of ages eight to 11; Atkin (1978) 
observed mothers and their three-to-12-years-old children; Ward & Wackman 
(1972) focused on children from ages five to 12. Two studies surveyed college-aged 
children (Coversc & Crawford, 1949; and Perreault & Russ, 1971). 
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Kidsense~a study conducted by Walt Disney Company with media investment 
management company GroupM (Mishra, 2006) classified three age bands as 
toothagers (1-4 yrs), toonagers (6-9 yrs.) and teenagers (10-12 yrs.). It points out 
that a four year old kid does not see the world like an eight year old i.e. children 
cannot be classified into a holistic segment of 4-14 years as they tend to process the 
information around them very differently. 
Belch ('/ <•//. (1985) later studied the diversity in the influence of children and 
reported that the extent of such influence varied with product and stage in the 
decision making process, thus supporting the assertions of S/,ybillo & Sosanie 
(1977) that the roles of husbands, wives, and children vary across stages of decision 
making. They found that while the role of the teenage child was mo.st prominent at 
the initiation stage, it was limited thereafter. Subsequently, Foxman et al. (1989a, 
1989b) reported more evidence supporting discrepancies in reports. Foxman et al. 
(19X9b) also found thai personal resources of the child (such as grades in school) 
and perceived product knowledge determined the extent of the influence. Supporting 
Foxman et al.'s (1989a) evidence, Beatty & Talpade (1994) reported similar effects 
of the usage of the product by the child and child's product knowledge on the extent 
of the child's influence. Ahuja & Stinson (1993) examined the role of children in 
woman-led households and found that the influence of the child varied across 
several parameters such as product, the age of the child, and the scx-rolc orientation 
of the mother. No conclusive patterns could be detected. Finally, more recently, 
•Palan &Wilkes (1997) presented a classification of influence strategies and reported 
that adolescents were most successful in their influence attempts when they mirrored 
their parents' strategies. 
Certain retailers who recognize the fact that children influence spending of parents, 
display the products in such a manner that they are within their easy reach (Khan, 
2000). Recognizing the fact that children will interact with anything displayed at 
their height, Frito Lay, for example, has developed a display rack - "Chip City" - to 
catch the attention of children ages 3 to 8. The display rack which houses small bags 
has a proximity sensor. When people approach, they are greeted by the voice of the 
Cheetos Cartoon Spokesman, Chester Cheetah. The parents love the display — Chip 
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City features small inexpensive bags, so parents can satisfy their kids with a cheap 
treat. 
2.2.1 The Role of Women and Children in Family Decision Making in the 
Indian Context 
In India also gradual changes are taking place in the cultural and sociological ethos, 
which has triggered changes in the purchase process and consumption patterns of 
Indians (Gupta & Chundavat, 2002).Traditionally, unequal status relationship 
between males and females in the family, was considered one of the key features of 
the Indian society. The social norms prevalent in India emphasized seniority among 
family members and the dominant role of the male (Khan, 2000). Such masculine 
cultures typically emphasize strongly differentiated sex roles (Hofstede, 1980; 
Brislin, 1993) with husbands making more unilateral decisions than their 
counterparts in the developed nations. 
With the rise in literacy rate and income level, rise in consumerism, transition from 
an agrarian to an industrial economy, from a rural to an urban and from traditional 
family lo democratic family setup, increasing financial independence of women, 
more convenience oriented lifestyles, fewer children per household, increased media 
exposure and many more factors have led to a paradigm shift in the roles played by 
family members in buying decision making. The role of women is changing and is 
further expected to change greatly. The male (breadwinner) is no longer the sole 
authority in purchase decision-making (Dobhal, 1999).Thus, the involvement of 
women in purchase decision-making and actual buying has also undergone a drastic 
change. 
Another striking feature of contemporary India is the rise of a confident new middle 
class which is the fastest growing segment of Indian society. It is full of energy and 
drive, and it is making things happen. The middle class male is not the sole decision 
maker in purchases for the family. He is influenced in his buying decisions by his 
iamily, especially his wife (Ramaswamy & Namakumari, 2002). Whether it is car or 
TV, toothpaste or hair oil, magazines or music the wife plays a role in the 
purchasing decisions. According lo K.apoor (2003) even in cases where husbands 
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were the buyers, wives were found to be most preferred companion during the 
purchase. 
Today, particularly in the urban parts the middle class woman is an active partner in 
the family (Gupta & Chundawat, 2002; Ramaswamy & Namakumari, 2002). She is 
no longer confined to the four walls of the kitchen. She is the major factor in all 
purchase decisions of the family; infact, in respect of a majority of purchases she is 
practically the sole decision maker and in the rest a powerful influencer. She is 
actually the family's purchasing agent for most products; she is the cashier and 
budgclcr; she is also tiic image builder. For several products she is the gatc-kccpcr; a 
new cooking medium or a fast-food item cannot find an entry into the house without 
her clearance and consent. 
Many studies made comparisons between dual earner and single earner families [e g, 
Ramu 1987; Rani & Khandelwal, 1992; Shukla 1987; Shukla & Kapoor 1990; 
Bharat 1995], and found that while dual earner wives had more decision-making 
power as compared to single earner wives, their work status gave them more power 
vis-a-vis their husbands in seemingly less important areas such as menu making or 
home decoration whereas decisions on matters involving finances were generally 
made by husbands. 
Vincent (2006) in his study found high level of brand awareness among the children, 
•their influence in the decision making process and independent decision making in 
case of F^^CG's, He also found parents preference for branded product to be 
dependent upon children's insistence for them. 
According to findings of Kidsense—a study conducted by Walt Disney Company 
with media investment management company GroupM (Mishra, 2006), children 
have an articulate brand preference in the choice of higher end consumer goods like 
AG's, cars, computers, cell phones etc. and that in many cases parents value the 
child's suggestion. Gupta & Chundawat (2002) also found high involvement of 
children in the purchase of television. 
Rven in India with the growth in the number nuclear families, dual-earner two-
parent families, lack of domestic help in urban environs, child safety concerns, 
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bringing children along is oflen a sliopper's only option (Khan, 2000). Children may 
add to or detract a customer interaction, but rclnilcrs and service providers should 
never ignore their presence. As long as kids are in stores, stores need to think about 
kids. 
2.3 Gender of Children and Family Purchase Decisions 
Sociological literature on the Involvement of fathers and mothers in parenting sons 
and daughters, offers some guidance regarding the effects of gender and gender 
composition on the formation of parent-children coalitions. Fathers have more 
parental involvement with sons, as opposed to daughters (Morgan, Lye & Condran, 
1988; Powell & Steelman, 1989; and Harris, 1998). 
The crucial variable in studying family differences is not the gender of the child, but 
.gender composition of the children (Harris & Morgan, 1991). The position occupied 
by the children (i.e. whether the child is the eldest or the youngest in the family) can 
also affect levels of paternal participation; children occupying the first and second 
position benefit from less dilution of parental energies because they are part of a 
smaller family. 
The same-sex identification process expounded by psychoanalysts may also provide 
some clues to the question of gender related coalitions between parents and children. 
This theory suggests that mothers and daughters will be more similar in their 
orientations than mothers and sons, suggesting that parents are more responsive to 
same-sex children (Baumrind, 1971; Acock & Bengston, 1978; Margolin & 
Patterson, 1975; and Noller, 1980). In their research on the personal relationships of 
adolescents with their parents, Furman & Buhrmester (1992) found that boys 
perceived their relationship with the father as more supportive than the girls did. 
Beatty & Talpade (1994) both predicted and found a higher level of agreement, in 
the perception of influence between mothers and daughters, than between mothers 
and sons. This evidence suggests the formation of an alliance between a parent and 
child of the same sex might play a signincant role influencing the outcome of family 
decision-making. Atkin (1978) also found that female children were slightly more 
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successful than male children in persuading their parents to make purchase 
decisions. 
2.4 Household or Family Life Cycle 
People buy different goods and services over a lifetime. Their taste in not only food 
but also clothes, furniture and recreation is also age related. Thus Family Life Cycle 
stage is of interest to marketers because it has a major bearing on the type of goods 
that a family is interested in. 
Households change over time at relatively predictable Intervals based largely on 
demographic (and thus readily measurable) variables. The household life cycle is, 
therefore, a very valuable tool because its stages provide marketers with segments 
that face similar consumption problems. 
Although, different researchers have expressed various preferences in terms of the 
number of Family Life Cycle* stages, the traditional Family Life Cycle models 
proposed over the years can be synthesized into just//vc basic stages (SchilTman & 
Kaiuik \W5): 
Stage I : Bachelorhood: Young single adult living apart from 
parents 
Stage II: Honemooners: Young married couple 
Stage III: Parenthood: Married couple with at least one child 
living at home 
Stage IV: Post-parenthood: An older married couple with no children 
at home 
Stage V: Dissolution: One surviving spouse 
In the context of Western culture, the Family Life Cycle is now known as Household Life Cycle, 
The Family Life Cycle concept has been "modernised" (into Household Life Cycle) by 
incorporating nontraditional household such as single parent and never-married single households 
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The stages of family life cycle represent several different types of consumers with 
different patterns of consumption behaviour. The traditional family life cycle is a 
progression of stages which families pass through, starting with bachelorhood, 
moving on to marriage (and the creation of the basic family unit) then to family 
growth (with the birth of children), to family contraction (as grown children leave 
the household), and ending with the dissolution of the basic unit (due to death of one 
spouse). 
Essentially the Household Life Cycle describes the stages in the formation, growth, 
and decline in household unit. Each stage differs in its expenditure patterns. Thus, 
young married couples are heavy buyers of small appliances, furniture, and linens. 
With the arrival of children, purchases include insurance, washers, medical care, and 
an assortment of child-oriented products. The study by Wilkes (1995) confirmed that 
transitions in household situations are related to meaningful changes in spending 
behaviour, but that it is often difficult to relate these changes to the purchase of 
specific products. 
2.4.1 Household or Family Life Cycle in India 
The classical family life-cycle classification may not hold true in its entirety in the 
Indian context. Thus, it deserves a closer look. 
The employed bachelors in India may be living independently, but they continue to 
remain integrated in the family consumption system to a greater extent than their 
American counterparts. However, this distinction is vanishing in urban families, 
especially in big cities. 
In most of the Indian families, the young married couples before the birth of the 
children usually live with the main family. They are usually required to spend an 
"apprenticeship" period with the more "experienced" parents before they arc trusted 
to be able to live independently. Thus, during this period, they remain integrated 
with the original family system of consumption. 
The stages of Empty Nest (older married couple with no children living with them) 
and Solitary Survivors (older people who have lost their spouse and arc living alone 
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away from their children) is more a Western phenomenon than an Indian one. In the 
Western system the "senior citizen" has been assigned virtually no role in the 
"family" of his grown up and married children. Therefore, unless he is the owner of 
his own property or business, he has to survive on social security benefits and live in 
"homes" run by charitable institutions or governments, as a measure of public 
welfare. In the Indian setting, the retired persons either themselves own and manage 
properties or sometimes with the help of their grown up children. Thus, in a way it is 
.the grown up children who may still be "dependent" on their parents. 
According to Hasan (1984) for all practical purposes the Indian family as buying 
unit may be divided into following groups. 
1. Couples or Singles with retired parents living with them 
2. Couples only 
3. Couples with children and retired parents living with them 
4. Couples with children only 
5. Couples or Singles without children or parents living with them 
The reason for adopting the above classification can be explained in the differing 
socio-cultural mores and living patterns of Indian families vis-^-vis their Western 
counterparts: 
First group would include comparatively younger families. Newly married may 
have no children in this group and it is more likely that one or either of the parents 
(or for that matter, the parents-in-law) would stay with the couple just to let them 
gain some experience in the art of housekeeping before the bride takes over, in this 
group during the early stages after the birth of the child the retired parents help the 
couple in raising and managing the children. 
Second group represents couples without parents living with them and as such all 
decisions arc taken by them. 
riiird group, the family consists of members of different age groups. There may be 
couples having adolescent children as well as retired parents all living as one family. 
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However, in such families active role of retired parents is lii<cly to be less 
significant; but they have moderating effect on the consumption requirements of the 
whole family. This is particularly so in India where old age is still venerated. The 
role of couple is likely to be less active as their function would be delegated to 
grown up children. 
Fourth group of family is composed of children and their earning parents-either of 
them or both working. The children have most likely entered the adolescent stage. 
The reason why their grand parents are not living with them is that they may not be 
alive or they may be having their own business or employment and might be living 
and managing their livelihood themselves, separately. 
Fifth group the family consist of issueless couples or bachelors or spinsters. The 
issueless couples develop identity (uniformity) in taste and views on consumption 
requirements. In such a case the separate influence of man and wife may be merged 
in a single inlluence of husband and wife, more likely the latter. Hence, the couples 
and singles would be identical in pattern of decision-making and purchasing activity. 
Therefore, it has been considered appropriate to classify the two families as a single 
group. 
Traditionally in the Indian rural setup the concept of joint family system ( all 
generations living under one roof) was quite prevalent but now although individuals 
are branching off to form nuclear families (with separate cooking arrangements) still 
they continue to live in the traditional family compound (under one roof). These 
hybrid families can be termed as 'individualised joint families' (Kashyap, 2005), 
which live separately on a daily basis and take purchase decisions independently for 
FMCGs and consumer durables. But unlike their urban counterparts, they bond with 
the 'parent' family for social occasions such as marriage, childbirth, death, and 
family disputes. 
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2.5 Egalltarianism and Cross-Cultural Research on Family Purchase 
Decisions 
Egalltarianism may be referred to as a general value system stressing equality in 
marital relations (Bott, 1957; Rogler & Procidano, 1989). Blood & Wolfe (1960) 
asserted that the degree of influence attributed to either the husband or the wife in a 
family decision is a function of the level of traditional marital values present in the 
family. For example, if the household is more oriented toward traditional marital-
role values, the husband would be expected to make the majority of decisions, 
whereas the wife's role would typically be limited to domestically oriented tasks 
(Quails, 1987). 
The level of egalltarianism manifest within the family has been positively related to 
several variables. Previous research in China (Croll, 1981) indicates that egalitarian-
minded couples tend to reside in cosmopolitan (urban) environments. It has also 
been hypothesized that the greater the resources (e.g., education, occupation, and 
income) of one family member, the greater the power of that family member. 
Rodman's (1972) research in France, Greece, and Yugoslavia found that a higher 
level of participation by the women in family decision making was evident among 
the more "advanced" families in a given culture. Families who are more highly 
educated and generally possess a higher level of income rely more heavily on a non-
patriarchal decision-making process (Ford, et al, 1995). 
In an early study, Udry & Hall (1965) concluded that the higher the wife's level of 
education attainment, the lower the marital-role segregation (or, the higher the level 
of egalitarianism). Similar results were obtained by Acock & Edwards (1982). 
Cunningham & Green (1979), in a study focusing on Venezuelan wives, found 
increased, although not equal, participation by the wife in family purchase decision 
making when she was employed outside of the home. Similarly, a study in India has 
shown thai when the wife is employed in an occupational position equal to that of 
her husband's, she has more power within the family, the husband has less, and the 
marriage is more egalitarian than when the wife is not employed (Shukia, 1987). 
According to Rani & Khandelwal (1992), in India most dual earner wives continued 
to view themselves primarily as homemakers, and their work status did little to alter 
their sex-role orientation. They bore primary responsibility for housework and child 
32 
care. Ironically, women in dual earner families tended to perpetuate sex-role 
stereotypes by socializing their children, especially daughters to take up traditional 
roles .A dual-earner lifestyle by itself therefore did not guarantee more egalitarian 
relationships; rather it depended on the personality and attitude of the wife 
(Rajadhyaksha & Smita, 2004). Families in which the wife was more androgynous 
in her sex-role identity were less husband-dominated. 
Rosen & Granbois (1983) examined variables influencing the relative role of the 
husband and wife in family nnancial-managcmcnt decisions and found that the 
degree of egalilarianism within the family significantly affected the propensity 
lowjuxi Joint decisions (e.g., the greater liic degree of egalilarianism, the greater the 
likelihood of joint decisions or, conversely, the less egalitarianism present in the 
family, the less the propensity toward joint decisions). In a study of married women 
in Venezuela and their views on the roles played in family purchasing. Green & 
•Cuningham (1980) concluded that tHe traditional partriarchial structural in Latin 
American culture was so strong that the wishes of the husband typically dominate in 
family interactions. Similarly, Quails (1982) and Schaninger, Buss and Grover 
(1982) explored the moderating impact of traditionality on the family decision 
making process and concluded that the less traditional the family claim to be, the 
greater the reliance on joint decision making and the less reliance on husband-
dominated decisions. On the basis of research of Greek-heritage young people in 
Australia, Callan & Gallois (1985) concluded similarly. 
Despite its long-standing traditional family structure and culture, India is presently 
in the throes of volatile developmental changes and economic reforms influenced, at 
least in part, by Western culture and the economic successes of Western countries. 
This traditionalism is especially true in the rural areas of the country, where women 
remain objects of ownership in marriage and where arranged or semi arranged 
marriages are still considered the archetype. Given, India's social changes in 
progress for many years, a movement away from strict patriarchal orientation toward 
marriage is taking place, especially in urban areas. Therefore, egalitarianism should 
•play an increasingly important part in defining husband and wife purchase decision 
role orientation within this culture. 
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2.6 Studies on Indian Rural Consumer and Buying Patterns 
The rural buyers in India provide a tremendous range of contradictions and 
paradoxes wliich baffle the marketers who had an urban mindset and, even more so, 
the foreign observers. Rural consumers are far less homogeneous than their urban 
counterparts and differ from region to region (Bargal, 2004). However not many 
studies have been carried out to understand the rural buying behaviour, especially 
the patterns of family purchase behaviour i.e. the role of spouse, children in the 
family decision making process. 
2.6.1 Indian Rural Consumer: Psyche and Needs 
The buyer in rural India is strongly bogged down to local social and cultural 
.pressures (customs, habits, religion, attitude and their interplay) with their 
indomitable influences on the buying pattern (Kashyap, 2000; Mathur, 2005). 
According to Kashyap (2000) chairman MART (Marketing and Research Team), in 
rural areas decision-making is a collective process. Many rural purchases require 
collective social sanction, unheard off in urban areas. The decision to purchase a 
product is influenced by a lot of consultations with family members, co-consumers 
(Nagaraja, 2004) and this approach is indicative of high involvement in the purchase 
a product. 
In the rural sector, caste and not the economic status defines social status, whereas in 
urban areas, it is linked to occupation and profession (Kashyap, 200.'>) People expect 
them to be exemplary and even their purchase decisions seem to have a significant 
influence on others. For eg.A progressive farmer is respected more now because he 
is viewed as a man of knowledge, a man ahead of his time. As innovators of 
technology and products, they have acquired a special status that makes them good 
role models. 
Besides income level, education and social status, occupation, caste, religion and 
gender influence the consumption pattern of the rural consumer (Kashyap, 2000; 
Lokhande, 2004; Venkateshwarlu, 2004). Reasonable prices are considered to be the 
one of the principle factors affecting the purchase decision and store patronage, 
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other factors being quality and easy availability (Kumar & Suri,1996: Sayulu & 
Reddy, 2002; Lokhande, 2003; Kashyap, 2000; Nagaraja, 2004 Venkateshwarlu, 
2004). 
A survey by the Federation of Indian Chamber of Commerce and Industry (FICCI) 
on the buying habits revealed that the rural customers are not eager to buy cheap 
products (Datta, 2004). Progressive farmers are great bargainers and tough 
customers to satisfy who need genuine return on their 'investment' of time and 
money (Srinivas, 2005).Rural buyers arc quite quality conscious, but value for 
money is of paramount importance (Kashyap, 2000; Krishnamacharyulu & 
Ramakrishnan, 2002). Although having limited knowledge and experience of the 
various products that flood the urban markets a "cheap" or "stripped down" version 
of the real thing (if it is perceived to be such) is not acceptable to them. 
It has been claimed that once induced to buy and use a particular product, if satisfied 
with its functional utility; rural consumer becomes a staunch supporter and more 
loyal than his urban counterpart (Mathur, 1995; Kashyap, 2000; Krishnamacharyulu 
& Ramakrishnan, 2002; Gupta & Sudan, 2003). It has been reported that in many 
instances, an entire village patronized one particular brand of diesel engine or one 
brand of motor, or one brand of starter and entry of another brand or another make 
was found extremely difficult. 
A survey of a village conducted by Clarion McCann revealed that brand 
consciousness among the rural folk is quite significant (Mathur, 2005). According to 
Nandgopal & Chinnaiyan (2003) the level of awareness among the rural consumers 
about the brands of soft drinks is high. Rural consumers especially those belonging 
to the higher income category are becoming more brand conscious, they avoid 
buying from Haats* as branded and premium products are usually not available 
there (Khairoowala & Siddique, 2001). 
* Haats are the oldest outlets to purchase household goods and for trade in the villages. They are periodic 
murkcts whose place changes every week. About 47,000 liuaLs aie held annually in India (C'hullerjcc, IW6), 
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There is an increase in the mobility of the rural consumers belonging to middle and 
liiglicr income groups lo neighbouring cities for belter deals with respect to quality 
and prices (SayaUi & Reddy, 2002). 
I'uriher dilTcrenl rural geographies display considerable heterogeneity, calling for 
rural specific and region specific strategies. For instance, a farmer in Punjab* is 
much more progressive than his counterpart in Bihar, a farmer in Karnataka is much 
more educated than one in Rajasthan (Datta, 2004; Halan, 2004) The lifestyle needs 
of a farmer in Punjab are different from that of a farmer living in UP even though 
they are neighboring states as seen in table 2.1(a). 
1 
2 
3 
4 
5 
Table 2.1 (a) Spending Priorities—Variation across States 
Andhni Pradesh 
Grocery 
Saving/Investment 
Apparel 
I'crsonal Care 
Durables 
Maharashtra 
Grocery 
Personal Care 
Apparel 
Saving/Investment 
Entertainment 
Punjab 
Grocery 
Apparel 
Personal Care 
Saving/Investment 
Durables 
Tamil Nadu 
Grocery 
Saving/Investment 
Durables 
Apparel 
Personal Care 
Uttar Pradesh 
Grocery 
Apparel 
Personal Care 
Saving/Investment 
-
.Source: Halan (2004) 
2.6.2 Concept of Family: Indian Rural Context 
According to Sandeep (1999) nuclear family culture has arrived in rural India but 
Kashyap (2005) asserts that though individuals are branching off to form nuclear 
families (with separate cooking arrangements) they continue to live in the traditional 
family compound (under one roof). These hybrid families can be termed as 
'individualized joint families' (IJF), which live separately on a daily basis and take 
purchase decisions independently for FMCGs and consumer durables. But unlike 
iheir urban counterparts, they bond with the 'parent' family for social occasions such 
as marriage, childbirth, death, and family disputes. For important decisions 
involving heavy investments or choice of a marriage partner, they seek the advice of 
• I'unjub, Bihar, Kiimiilaka. Riyuslhan, Tamil Nadu, Andliru I'rudcsh mid U(tur I'radcsli arc Ihc diflkrenl stales in 
lixJiu, 
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family elders. Therefore the nuclear family continues to live in the same realm as the 
'parent family', with similar value systems but since the immediate family 
households are separate, purchase decisions and product choices could be quite 
disparate because of different set of influences. 
Family is the institution that primarily and significantly influences the purchase of 
goods. The members of the family like husband, wife, children and grandparents are 
involved in the process of purchasing and the level of involvement depends upon the 
nature of the product, its importance and individual preferences (Sayulu, & Reddy, 
1998; Nagaraja, 2004). 
Nagaraja (2004) found housewives particularly involved in the purchase groceries 
and utensils. Among the different products purchased, groceries and utensils 
Dominance of fathers / head of the households was observed in the purchase of 
medicines, durables, tobacco etc The younger generation were found interested in 
purchasing cosmetics toiletries), foot wear, groceries etc, 
Sayulu & Reddy (1998) observed that involvement of different family members was 
different for different income groups. In rural areas, particularly among lower 
income groups, who arc in majority, the wife was acting as the purchase agent of 
family in the areas of groceries, toiletries, cosmetics, utensils, while husband 
purchased items like tobacco, footwear, medicines, etc. Generally, to purchase 
expensive items like clothes, utensils, etc., both husband and wife are engaged in 
purchasing. But in case of higher income groups, items like groceries, etc. were to 
be brought by either husbands or servants and clothes and utensils by wives. 
Relatives and friends seem to play an important role in creating brand awareness 
(Kumar & Suri, 1996; Nandgopal & Chinnaiyan ,2003) and have a major influence 
in the purchase of specific brand of soft drinks in the rural area. 
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2.7 Shifts in the Purchase Decision IVIal<ing Patterns in Rural India 
2.7.1 Changing Role of Women in Decision Maldng in Rural India 
According to researchers like Kashyap (2005a) in the urban family the husband, 
wife and often-even children are involved in the buying process. But in a village, 
because of lack of mobility and their having very little contact with the market, it is 
the men who make the purchase decisions but this trend is changing slowly but 
steadily women have started participating in the buying process though not as much 
as their urban counterpart (Khairoowala & Siddiqui, 2001; Krishnan, 2002; 
Lokhande, 2004;Nagaraja, 2004). Even though men and children may actually go 
out and buy the product, it is usually the women who make the brand decision. 
According to Khairoowala & Siddiqui (2001) share of women buyers at the haat is 
generally more than men, an interesting observation was made by Lokhande (2004) 
according to which women prefer lesser priced products as against men who 
preferred expensive and higher quality products. 
Daughter-in-Laws - The New Trend Setters 
An interesting trend that Is emerging and being observed by the researclicns 
(Nagaraja, 2004; Doctor, 2005) is that daughter-in-laws can be important agents for 
change in the consumption patterns of rural households. At first, this seems counter-
intuitive. Rural households are generally seen as being deeply conservative and 
patriarchal abodes, where as both women and outsiders in the family, daughters-in-
law would be at the bottom of the hierarchy. They are expected to defer to everyone 
— family elders, their husbands and, of course, their mother-in-laws who often 
consider their daughters-in-law little more than unpaid servants. Yet realities can be 
complex. Daughter-in-laws are another source of new consumption habits, but their 
influence works in more subtle ways. Many daughters-in-law come from slightly 
different backgrounds from the family they marry into (Doctor, 2005), Often they 
come from small towns so they have slightly more sophisticated habits which they 
bring to the village and are involved in the purchase of products especially durables, 
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toiletries and cosmetics (Nagaraja, 2004). Since dowry* is a reality in most rural 
households, some products come as part of that. 
2.7.2 Changing Role of Youth in Decision making in Rural India 
According to Kashyap (2005b) rural youth belonging to the age group of 20-22, 
being educated and exposed to urban conditions, acts as influential in the family 
decision making process. Openness to changing lifestyle is present among them but 
it is accompanied by strong association with family and influence of the community 
value. 
Studies by ORG-MARG found products like P&G's Mead & Shoulders shampoo, a 
typical urban, upmarket product, in rural households (Nagaraja, 2004). Such 
products were usually brought in by privileged sons who had picked up more 
expensive consumption habits while studying in urban areas. 
Ganesamurthy, Radhakrishnan & Bhuvancshwari (2003) indicated the influence of 
rural youths in the buying process. A study by Lokhande (2004) also revealed that 
TV and movies have deep impact on the minds of the rural consumers especially the 
rural youth. 
The findings by Arora (2002) suggest rural youth between the ages of 20-22 years 
has a major influence in family buying decisions and are concerned about latest 
brands and products. He further adds that for family durable like television, audio 
system and refrigerator youth can be an important influencer though not the ultimate 
decision-maker. 
In the two-wheeler category, rural youth prefers motorbikes as compared to scooters 
or mopcds because oi' the macho and adventurous image associated with them 
(Kashyap, 2005b). The decision to buy a bike, however, is the prerogative of the 
head of the family. But with changing times, the eldest son who is considered 
knowledgeable is consulted. But for the purchase of a tractor, a progressive farmer is 
Dowry or Dahej (also known as trousseau) is the payment in cash or/and kind by the bride's family to the 
bridegroom's family along with the giving away of the bride (called Kanyadaan) in Indian marriage. In India, 
size of the dowry is directly proportional to the groom's social status, and is still very common in arranged 
marriages and in niral areas. When the dowry amount is not considered sufficient, the bride is often harassed, 
abused and her life made miserable. Though, in India, demanding dowry is prohibited by a law enacted in 1961, 
it is still widely recognized as a traditional ritual of marriage. 
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consulted and not the elder son, as he is considered to have less knowledge about 
agricultural products. It is a fact that unlike a few years ago, the rural youth today 
are playing a far more significant role in influencing the purchases of radios, 
television. 
2.7.3 Changing Role of Children in Decision making in Rural India 
In rural India, it is the age group between 8 and 15 that influence most purchases -
more than any other group. This is largely because they tend to retain messages and 
often play back these messages to others too (Krishnan, 2002.). Suri & Singh, 
(2003) found brand awareness present among the rural children. According to 
Krishnamurthy & Lokhande (2000) decision making is shifting towards the younger 
population and the wide reach that the television is attributed to be one of the major 
reasons for the shift. Children sometimes influence the brand decision, especially 
when they are sent to do the household "shopping" without specifying the brand 
another typical rural phenomenon (Pareek, 1999; Krishnan, 2002). It may thus be the 
children who are the early adopters. 
With more village children going to schools and improvement in the infrastructure 
facilities this shift was bound to happen. Companies like HLL and Colgate have 
begun targeting this age group in their commercials and try to involve the children 
by distributing height charts along with the soap. 
Thus, it is evident that gradual shift is taking place in the roles being played and the 
level of involvement of various individuals during the purchase of products and 
services. But, there is dearth of literature in the context of mechanics at work when 
these individuals are involved in the purchase process in their capacity as family 
members. Thus, we need to empirically verify their respective roles and levels of 
involvement during purchase decisions before conclusions are drawn and the 
findings are used as inputs for formulating marketing strategies. 
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CHAPTER 3 
THE METHODOLOGY 
3.1 The Problem 
In India, gradual changes are taking place in the cultural and sociological ethos, 
which have triggered changes in the purchase process and consumption patterns of 
Indians (Gupta & Chundavat, 2002). Rise in consumerism, emergence of nuclear 
families in the urban context, rise of middle class, increasing financial independence 
of women, more convenience oriented lifestyles, fewer children per household, 
increased media exposure and many more factors have led to a paradigm shift in the 
roles played by family members in buying decision making. 
Similar changes to a lesser extent have taken place in the rural setup due to a shifit 
from agriculture to non-agriculture activities (Bijapurkar, 2002) and emergence of 
'individualised joint families' (Kashyap, 2005), increased literacy and media 
exposure. Earlier women and children as such had no role to play in the decision 
making process, however, now due to the aforementioned reasons their level of 
participation has gone up (Pareek ,1999; Krishnamurthy & Lokhande, 2000; 
Khairoowala, 2001; Lokhande, 2004; Nagaraja, 2004). 
Another aspect that deserves attention is that the family member-influence is not 
static and is likely to shift, depending upon the specific product or service (Converse 
et al., 1958; Wolff, 1958; Beckman and Davidson, 1962, Ferber and Lee, 1974; 
Wilkes, 1975; Davis,1976; Woodside & Motes, 1979 and Belch et al, 1985); 
Woodside and Motes, (1979) and the specific stage in the decision making 
•process(Davis and Rigaux, 1974; Park & Lutz, 1982 and Belch et al., 1985). 
Thirdly, it also depends on the specific purchase factors (Bonfield, 1978 and Belch 
etal., 1985). 
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Most of the studies on family purchase behaviour and decision making process are 
US centric and only a few studies have been conducted in Indian context and that 
too mostly in the urban setup. The rural setup has not drawn the attention it rightly 
deserves. As the influence of the family members in all types of decisions including 
product purchase decisions will vary across cultures and regions, the results of US 
centric studies as well as those related to urban context in India cannot help us in 
understanding the shifts in the rural context in India without verification. Through 
this study an attempt has been made to explore the dynamics of family purchase 
behaviour for selected products 
3.2 Research Objectives 
The study broadly attempts to empirically investigate the patterns of family purchase 
behaviour for selected products in the rural context. Keeping the same in mind, the 
following objectives were set: 
1. To investigate the relative involvement of husband, wife, children and 
grandparents in the purchase of specific products (i.e. product specific 
influences). 
2. To investigate the effect of individual's position in the family on the 
involvement during the purchase decision stages, i.e. the relationship 
between the independent variable—individual's position in the family (i.e. 
husband, wife, son, daughter, grand father, grand mother) and the dependent 
variables—stages in the decision process (i.e. idea initiation, information 
collection and final decision). 
3. To investigate the effect of individual's position in the family on the 
involvement in the product related sub decisions, i.e. the relationship 
between the independent variable- individual's position in the family (i.e. 
husband, wife, son, daughter, grand father, grand mother) and the dependent 
variables—the various product related sub decisions (i.e. amount to be spent, 
when to purchase, what brand, type, size, colour and quantity to purchase 
and from which dealer) for four consumer durables—two-wheeler, 
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television, radio, VCD*, one service (i.e. insurance) and liiree FMCGs— 
edible oil, tooth paste and washing powder. 
4. To investigate the effect of type of family i.e. nuclear family and joint family 
(independent variable) and member's involvement during the purchase 
decision stages (dependent variable). 
5. To investigate the effect of type of family i.e. nuclear family and joint family 
(independent variable) and member's involvement in product related sub 
decisions (dependent variable). 
6. To investigate the effect of individual's life stage (i.e. - pre-teens, teenage, 
early adulthood, middle adulthood, late adulthood and old age) and his 
involvement during the stages of purchase decision process (dependent 
variable). 
7. To investigate the effect of individual's life stage (i.e. - pre-teens, teenage, 
early adulthood, middle adulthood, late adulthood and old age) and his 
involvement in the product related sub decisions (dependent variable). 
8. To investigate the effect of individual's education, occupation, income and 
gender (independent variable) and his involvement during the stages of 
purchase process (dependent variable). 
9. To investigate the effect of individual's education, occupation, income and 
gender (independent variable) and his involvement in the product related sub 
decisions (dependent variable). 
3.3 Rationale for Product Selection 
The products that were selected for the present study were two-wheeler, television, 
radio, VCD, insurance, edible oil, tooth paste, washing powder. The rationale behind 
.the selection of the aforementioned products was: 
> These products represent buying situations ranging from complex 
buying decisions (as in the case of two-wheeler, television, VCD, 
insurance) to relatively less complex ones (as in the case of toolii 
•* riw low cost version ot" VCD Player (Local make) and Television (Black & While) arc available al a price as 
low as R.S. 900 ($ 20) and Rs. 2500 ($ 55) respectively. 
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paste, washing powder) and also the number and type of role played 
by the various family members is expected to vary in each case 
(Davis, 1970; Ferber and Lee, 1974; Munsinger et al, 1975; 
Shuptrine and Samuelson, 1976; Yavas, Babakus & Delener, 1994, 
Nathan, 1997; and Martinez and Polo, 1999 Sayulu, & Reddy, 1998; 
Ramaswamy & Namakumari, 2002; Kapoor, 2003; Nagaraja, 2004). 
> As the products were of use to all members of the family, their 
participation in decision making for the same was assumed, in 
addition, some disagreement between the husband, wife, 
grandparents as well as children with regard to the actual purchase 
was required. This disagreement might have occurred at any stage in 
the decision process — idea initiation, information collection or the 
final decision — or during any of the sub-decisions — whether or not 
to make the purchase, how much to spend, brand, style, and so on. 
> These products were recording high growth rates as well as higher 
penetration in the rural areas as compared to the urban markets 
(Census of India 2001; Market Demographic Report by NCAER, 
2004). 
It is important to highlight at this stage that the original list of selected products did 
not include VCD as it was thought to be an up-market product purchased by 
consumers in the urban areas only, but during the pilot study, the researcher was 
surprised to find that it was quite popular even with the villagers. The researcher, 
therefore, thought it necessary to include VCD in the list of the products selected for 
the present study. 
3.4 Hypotheses 
For the purpose of achieving the objectives of the study hypotheses were presumed. 
'These were formed on the basis of specific product categories, the stages of the 
decision process, and the sub decisions involved in the purchase of each product. 
The study is primarily based on the premise that the type of family — independent 
variable — and stages and sub-decisions in the purchase of specific products — 
dependent variable — are independent of each other as far as the relative 
involvement of different family members are concerned. The hypotheses in the 
following are reflective of this premise. These hypotheses have been tested in the 
next chapter i.e. Analysis and Interpretation of Data. 
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Hypotheses for Position in the Family 
HQI: There is no relationship between the individual's position in the family and 
involvement during the idea initiation stage during the purchase of 
Bo2: There 
a) 
b) 
c) 
d) 
e) 
f) 
g) 
h) 
is no 
Two Wheeler 
Television 
Radio 
VCD 
Insurance 
Edible oil 
Tooth paste 
Washing Powder 
relationship between the individual's 
involvement during the information collection stage 
a) 
b) 
c) 
d) 
e) 
0 
g) 
h) 
Two Wheeler 
Television 
Radio 
VCD 
Insurance 
Edible oil 
Tooth paste 
Washing Powder 
position in 
; during the 
the family and 
purchase of 
Ho3; There is no relationship between the individual's position in the family and 
involvement during the final decision stage during the purchase of 
a) Two Wheeler 
b) Television 
c) Radio 
d) VCD 
e) Insurance 
0 Edible oil 
g) Tooth paste 
h) Washing Powder 
Ho4. There is no relationship between the individual's position in the family and 
involvement in the sub decision 'amount to be spent' for 
a) Two Wheeler 
b) Television 
c) Radio 
" • d) VCD 
e) Insurance 
f) Edible oil 
g) Tooth paste 
h) Washing Powder 
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Ho5: There is no relationship between the individual's position in the family and 
involvement in the sub decision 'timing of the purchase' of 
a) Two Wheeler 
b) Television 
c) Radio 
d) VCD 
e) Insurance 
f) Edible oil 
g) Tooth paste 
h) Washing Powder 
H()6: There is no relationship between the individual's position in the family and 
involvement in the sub decision 'brand' of 
a) Two Wheeler 
b) I'elevision 
c) Radio 
d) VCD 
c) insurance 
0 Edible oil 
g) Tooth paste 
h) Washing Powder 
Ho7: There is no relationship between the individual's' position in the family and 
involvement in the sub decision 'type' (i.e. scooter or motor-cycle in case of 
two-wheeler; black & white or color in case of TV etc.) for 
a) Two Wheeler 
b) Television 
c) Radio 
d) VCD 
e) Insurance 
0 Fxliblcoil 
g) Washing Powder 
Hns: There is no relationship between the individual's position in the family and 
involvement in the sub decision 'colour' of Two-wheeler to be purchased. 
Ho9: There is no relationship between the individual's position in the family and 
involvement in the sub decision 'quantity' for 
a) Edible oil 
b) Toothpaste 
c) Washing Powder 
Hnin. There is no relationship between the individual's position in the family and 
involvement in the sub decision 'dealer' of 
a) Two Wheeler 
b) Television 
c) Radio 
d) VCD 
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e) Insurance 
f) Edible oil 
g) Tooth paste 
h) Washing Powder 
Hypotheses for Life Stages 
lioji: There is no relationship between the life stage of the family members and 
involvement during the idea initiation stage during the purchase of 
a) Two Wheeler 
b) Television 
c) Radio 
d) VCD 
e) Insurance 
f) Edible oil 
g) Toothpaste 
h) Washing Powder 
Hoi2: There is no relationship between the life stage of family members and 
involvement during the information collection stage during the purchase of 
a) Two Wheeler 
b) Television 
c) Radio 
d) VCD 
e) Insurance 
f) Edible oil 
g) Toothpaste 
h) Washing Powder 
H()i3: There is no relationship between the life stage of family members and 
involvement during the final decision stage during the purchase of 
a) Two Wheeler 
b) Television 
c) Radio 
d) VCD 
e) Insurance 
0 Edible oil 
g) Tooth paste 
h) Washing Powder 
HQI^ There is no relationship between the life stage of family members and 
involvement in the sub decision -'amount to be spent for' 
a) Two Wheeler 
b) Television 
c) Radio 
d) VCD 
e) Insurance 
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f) Edible oil 
g) Tooth paste 
h) Washing Powder 
Hoi5: There is no relationship between the life stage of family members and 
involvement in the sub decision 'time of the purchase' of 
a) Two Wheeler 
b) Television 
c) Radio 
d) VCD 
e) Insurance 
f) Edible oil 
g) Tooth paste 
h) Washing Powder 
JHQI6: There is no relationship between the life stage of family members and 
involvement in the sub decision 'brand' of 
a) Two Wheeler 
b) Television 
c) Radio 
d) VCD 
e) Insurance 
f) Edible oil 
g) Tooth paste 
h) Washing Powder 
Hon. There is no relationship between the life stage of family members and 
involvement in the sub decision 'type' of 
a) Two Wheeler 
b) Television 
c) Radio 
d) VCD 
c) Insurance 
f) Edible oil 
g) Washing Powder 
Hoin: fhere is no relationship between the life stage of family members and 
involvement in the sub decision 'colour' ofTwo-wheclcr to be purchased. 
ll()i<j- I'herc is no relationship between the lile stage of family members and 
involvement in the sub decision 'quantity' for 
d) Edible oil 
e) I'oolh paste 
0 Washing Powder 
Ho2(). There is no relationship between the life stage of family members and 
involvement in the sub decision 'dealer' for 
a) Two Wheeler 
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Hypothesises 
H021'. There 
b) 
c) 
d) 
e) 
0 
g) 
h) 
Television 
Radio 
VCD 
Insurance 
Edible oil 
Tooth paste 
Washing Powder 
1 for the Type of Family 
is 1 
involvemeni 
a) 
b) 
c) 
d) 
e) 
g) 
h) 
no relationship between the type of family and individual's 
t during the idea initiation stage during the purchase of 
Two Wheeler 
Television 
Radio 
VCD 
Insurance 
Edible oil 
Tooth paste 
Washing Powder 
'Ho22: There is no relationship between the type of family and individual's 
involvement during the information collection stage during the purchase of 
a) Two Wheeler 
b) Television 
c) Radio 
d) VCD 
e) Insurance 
f) Edible oil 
g) Tooth paste 
h) Washing Powder 
Ho23: There is no relationship between the type of family and individual's 
hivolvcmcni during the final decision stage during the purchase of 
a) Two Wheeler 
b) Television 
c) Radio 
d) VCD 
e) Insurance 
f) Edible oil 
g) Toothpaste 
h) Washing Powder 
Ho24: There is no relationship between the type of family and individual's 
involvement in the sub decision 'amount to be spent' for 
a) Two Wheeler 
b) Television 
c) Radio 
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: There 
d) 
e) 
i) 
g) 
h) 
VCD 
Insurance 
Edible oil 
Tooth paste 
Washing Powder 
is no relationship between 
involvemenl 
a) 
b) 
c) 
d) 
e) 
0 
g) 
h) 
: in the sub decision 
Two Wheeler 
Television 
Radio 
VCD 
Insurance 
Edible oil 
Tooth paste 
Washing Powder 
'time 
the type of 
of the purchase 
family 
!'0f 
and individual's 
H 026: There is no relationship between type of family and individual's involvement 
in the sub decision 'brand' of 
a) Two Wheeler 
b) Television 
c) Radio 
d) VCD 
e) Insurance 
f) Edible oil 
g) Tooth paste 
h) Washing Powder 
Ho27: There is no relationship between the type of family and individual's 
involvement in the sub decision 'type' of 
a) Two Wheeler 
b) Television 
c) Radio 
d) VCD 
e) Insurance 
f) Edible oil 
g) Washing Powder 
HQ2&. There is no relationship between the type of family and individual's 
involvement in the sub decision 'colour' of Two-wheeler to be purchased. 
Hoyg There is no relationship between the type of family and individual's 
involvement in the sub decision 'quantity' for 
a) Edible oil 
b) Tooth paste 
c) Washing Powder 
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Hnso: There is no relationship between the type of family and individual's 
involvement in the sub decision 'dealer' for 
a) Two Wheeler 
b) Television 
c) Radio 
d) VCD 
e) Insurance 
f) Edible oil 
g) Tooth paste 
h) Washing Powder 
3.5 The Research Design 
One problem constantly faced by the researchers in this area relates to the reliability, 
validity and inherent bias in the data collected from family members. The present 
study tried to reduce this discrepancy in reporting of influence by the family 
members, through the following steps: 
Firstly, a more neutral term 'involvement' has been used, instead of the 
loaded term 'influence'. 
Secondly, the information has been obtained about the relative involvement 
from husband, wife, children and grand parents. 
Thirdly, members of the family were asked to fill up the questionnaire 
independently without consulting/helping each other. 
Fourthly, in order to get a representative heterogeneous sample of 
respondents it was decided to collect the data from eight villages 
from four blocks. 
Finally, the respondents were asked to provide the information regarding 
their involvement only when at least two of the products had been 
purchased during the last two years. This has been done to minimize 
the forgetting effect (Khan, 2000). 
These steps hopefully may have reduced the respondent bias, if any, to a great 
extent. 
As to the number of stages that we should consider in the decision making process, 
we followed the line suggested by Davis and Rigaux (1974) i.e. problem 
recognition, search for information and final decision. We can also find this 
classification or one very similar to it, in a number of other studies too (Webster, 
1994; and Ford era/., 1995). 
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The use of a three-stage decision process (that is, idea initiation, information search, 
and final decision) differs somewhat from the classic conceptualization which 
includes a phase of alternative evaluation. We have chosen to eliminate this phase 
(i.e. alternative evaluation) because it is so intimately related to the search process. 
Moreover, several researchers have suggested that consumers actually evaluate 
information simultaneously with search (Davis, 1976; and Katona and Mueller, 
1954). Farley (1964) tested Stigler's hypothesis (1961) that the amount of search is a 
function of the expected gain relative to the cost of obtaining information, and 
findings of Maynes (1973) further support this notion. A similar model was 
proposed by Granbois (1963) who maintained that search terminates with a final 
decision when uncertainty is reduced to satisfactory level. Eliminating the stage of 
alternative evaluation was also motivated by the practical difficulty of asking 
respondents with a rural background to break down their decision making into many 
different stages. Further, we should also not overlook the fact that children, 
possessing varied cognitive levels, too were included in the present study for 
investigating their involvement in the purchase process. Even with the three stages 
we have chosen, subjects may view the distinction among these stages as somewhat 
artificial for the following reasons: 
> The consumer need not be, and indeed, probably is not aware that he 
passes through these phases; 
> This like any other process conceptualization, has some time 
dimensions; and 
> All phases do not always occur (Engel, Kollat & Blackwell, 1973). 
Nevertheless, as emphasized by Brim et al. (1962), "it is this type of formal 
analysis of the basic phases of the process which permits one to see the similar 
nature of all decision problems". 
Further, in this study it has also been assumed that consumption decisions are made 
on the basis of a single budget constraint containing the pooled income for the 
entire household i.e. the household income is put in a common "pot" and the 
household members bargain over its allocation (Doss, 1994). 
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3.6 The Research Instrument 
The research instrument (Appendices I & II) consisted of structured questionnaire 
and the respondents were required to indicate their level of involvement with the 
help of a three-point rating scale viz. HI (highly involved), MI (moderately 
involved) and Nl (not involved). This scale was preferred in comparison to other 
scales as the chances of bias here are negligible and also a more neutral term 
'involvement' has been used instead of 'influence' which appears to be loaded. The 
simple three-point scale was employed keeping in mind the rural respondents in 
general and children in particular. It was expected that they would not face problem 
in understanding the scale and thus provide clear unambiguous responses. 
The research instrument consisted of three categories of questions: 
The first set of questions was identical to that incorporated by Davis and 
Rigaux (1974) in instrument used by them. Specifically, three questions 
representing stages of the decision process (i.e. problem recognition, search 
for information on alternatives, and final purchase decision) were included 
for each product under study. 
Further, as in the study by Davis (1970) this study also explored the 
following sub-decisions (with minor modifications owing to differences in 
type of products) pertaining to the durables under study. 
1. When to buy? 
2. Where to buy? 
3. How much to spent? 
4. What make/type/brand to buy? 
5. What model to buy? 
6. What colour to buy? 
The second set of questions in the research instrument dealt with these sub-
decisions pertaining to the individual products. For example, for the two 
wheeler purchased, husband, wife, children and grandparents (in case of 
joint family) were asked to report their level of involvement vis-^-vis (I) 
amount to be spent; (2) When to purchase; (3) What brand to purchase; (4) 
What size to purchase; (4) Which colour; and finally (5) Which outlet; with 
the help of three point scale viz. HI (highly involved), MI (moderately 
involved) and NI (not involved). 
The third set of questions was related to demographics and was necessary to 
generate the profile of the sample. 
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The data presented in this study differs in several ways from previous studies. The 
data can be analyzed both across and within product purchase decisions because of 
the use of similar questions for each of the product and the same measure of 
involvement for the various stages and the sub-decisions pertaining to the products. 
Since separate questionnaires were administered on husband, wife, children and 
grandparents, there were independent responses to the same questions from the 
family m'embers permitting comparison of responses between the various family 
members. 
One other aspect of the methodology used in this study deserves comment. Similar 
to many other studies of family members' roles in decision making, we have made 
use of direct questions about the relative involvement of each spouse, children as 
well as grandparents. Direct questions of this sort assume, according to Kenkel 
(1961), that individuals (1) know the relative amount of influence they have; (2) are 
•willing to admit it to themselves and others; and (3) are able to recall with accuracy 
how influence was distributed in some past decision making session. While these 
assumptions are undoubtedly questionable, we feel, as do others, that direct 
questions about specific decisions represent the best "interim approach" for 
identifying roles (Engel et al, 1973; and Davis and Rigaus, 1974). This solution 
seems even more appropriate in this study since independent data from husbands, 
wives children and grandparents within the same families allows one to assess the 
validity of these scales measuring relative influence (Davis, 1971). 
3.6.1 Pilot Testing of the Research Instriiinciit 
Pilot testing of the measurement instrument was necessary to validate the items and 
•the whole scale. This is because some of the measurement items were modified for 
the purpose of this research. The pilot testing was conducted in a series of steps. A 
preliminary questionnaire developed with relevant inputs from previous studies 
(Davis, 1970; Davis and Rigaux 1974; Khan, 2000) and tested to validate the scale 
items. 
•The English version of the preliminary survey questionnaire was given 
independently to three professors from the subject area to obtain feedback regarding 
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the content, layout, wording and ease of understanding tHMi\easurement items. Tf|fe~y // 
were also asked to offer suggestions for improving the pro'fjosed scale and tg^d'it th^ 
items if necessary to enhance clarity, readability and content adequacy. In gefferal, 
the comments were positive with some suggestions which were taken into account 
while revising the questionnaire. 
The English version of the research instrument was later translated into Hindi which 
is commonly spoken in villages of Western Uttar Pradesh (where Aligarh district is 
situated). As an additional precaution, the Hindi version was first pre-tested on a 
representative sample of 10 villagers; and further tested for originality by "back-
translation" method (Green and White, 1976), whereby the English original is 
translated into the foreign language and then back translated into English to check 
for questionnaire dissimilarities. No difficulties were detected with the 
understanding of the semantic meaning of each item or with the use of the three-
point scale. 
During the next stage, the questionnaire (Hindi version) was again administered on a 
group consisting of 20 rural respondents during one of the programme organized by 
CCADE. The inputs from this interaction were further used in refinement of the 
questionnaire. Such interaction also proved to be of great help in finally deciding on 
the products to be included in the study. For example, VCD which was not in the 
original list of Items was added based on the feedback from the pilot survey. 
3.7 Scale Refinement and Validation 
A crucial aspect in the evolution of a fundamental body of knowledge in any 
management theory is the development of genuine measures to obtain valid and 
reliable estimates of the organization level and their relationships to another. Unless 
reliability and validity are established, it is hard to standardize the measurement 
scales, without which it is difficult to know whether the scales actually measure 
what they are, suppose to measure. In present research, data was collected through a 
field survey. Then the instrument was subjected to tests of reliability and validity, 
thereby ensuring operationalization and standardization. 
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3.7.1 Reliability 
Several measures of reliability can be evaluated in order to establish the reliability of 
a measuring instrument. Reliability is operationalized as internal consistency, which 
is degree of inter correlations among the items that constitute the scale (Nunnally, 
1988). Among other measures, internal consistency can be estimated using 
reliability coefficient Cronbach's alpha (Cronbach, 1951). Internal consistency 
refers to the ability of a scale item to correlate with other items in the scale that are 
intended to measure the same construct. Items measuring the same construct are 
expected to be positively correlated with each other. If the reliability is not 
acceptably high, the scale can be revised by altering or deleting items that have 
scores lower than a pre-determined cut-off point. If a scale used to measure a 
construct has an alpha value greater than 0.70, the scale is considered reliable in 
measuring the construct (Hair, Anderson, 1'atliam, & Black, 1998; Nunnally, 1978; 
Leedy, 1997). According to Schuessler (1971), a scale is considered to have good 
reliability if it has an alpha value greater than 0.60. Hair et al. (1998) suggest that 
reliability estimates between 0.6 and 0.7 represent the lower limit of acceptability 
for reliability estimates. The decision was made to use an alpha value greater than 
0.7 for the reliability estimates in this research. 
Table 3.1(a): Reliability Statistics: Stages in Decision Making 
Cronbach's Alpha 
.870 
N of Items 
24 
Table 3.1(b): Reliability Statistics: Sub-decisions in Decision Making 
Cronbach's Alpha 
.939 
N of Items 
43 
All the values well exceed the obligatory requirement, thereby testifying that the 
scales were internally consistent and were suitable for use in the study. 
56 
3.7.2 Validity 
The validity of a measurement instrument refers to how well it captures what it is 
designed to measure (Rosental & Rosnow, 1984).Validity is important in descriptive 
studies: if the validity of the main variables is poor, you may need thousands rather 
than hundreds of subjects. 
The validity of a scale may be defined as the extent to which differences in observed 
scale scores reflect true differences among objects on the characteristic being 
measured rather than systematic or random error. 
In this research, the content validity of the measurement instrument was assessed by 
asking three professors from the subject area to examine it and provide feedback. As 
already discussed, after they had reviewed the questionnaire, changes were made in 
line with the suggestions. 
3.8 The Sampling Plan 
I'hc "population" of interest for the present study comprised all the villagers of India 
•i.e. 700,000,000 individuals residing in 6,27,000 villages. The entire country 
consists of 25 states in which about 1,073,000,000 individuals reside and it exhibits 
great diversity in terms of language*, culture and climate (Census of India, 2001). 
As it was not feasible to cover all these states due to huge geographic spread, 
inaccessible terrain, diversity of spoken languages, cultural differences, as well as 
time and monetary constraints, it was decided to focus on the northern state of Utlar 
Pradesh (UP) which is the most populous state in the entire country, with a 
population of 166,197,921 individuals. According to last Census of India carried out 
in 2001, the total rural population of UP stands at 131,658,339 individuals. 
UP exhibits a rich diversity in terms of composition of its rural population vis-a-vis 
income, education, age, gender and occupation. Further, its inhabitants speak a 
* The Constitution of India recognises 22 "national languages", spoken throughout the country, 
namely Assamese, Bengali, Bodo, Dogri, Gujarati, Hindi, Kannada, Kashmiri, Konkani, Maithili, 
Malayalam, Manipuri, Marathi, Nepali, Oriya, Punjabi, Sanskrit, Santhali, Sindhi, Tamil, Telugu and 
Urdu. Hindi, apart from being an official language of the Union of India, is the official language of 
the states Uttar Pradesh, Bihar, Jharkhand, Uttaranchal, Madhya Pradesh, Rajasthan, Chattisgarh, 
Himachal Pradesh, Haryana and the National Capital Territory of Delhi. 
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language (Hindi) which was not alien to the researcher and she was tamiiiar with the 
cultural nuances which otherwise would have seriously hindered research. It should 
be kept in mind that these not so literate villagers are very traditional in their outlook 
and quite secretive about 'inside' information pertaining to their Family. 
Interestingly, the literature review also revealed paucity of research focusing on UP, 
especially, in the context of family decision making. 
The state of UP is divided into 70 districts and 300 sub-districts or blocks, which are 
basically administrative divisions consisting of 97,942 villages. It was decided to 
select Aligarh district consisting of 12 blocks comprising 334,714 rural households 
and a total rural population of 2,127,592 individuals (Census of India, 2001). Out of 
these, 4 blocks viz. Gangiri, Lodha, Jawan and Dhanipur were randomly selected. 
The population of Gangiri was 4,661 individuals (674 households with average 
family size of 6.9 individuals), Lodha was 3,386 individuals (543 households with 
average family size of 6.2 individuals), Jawan was 8422 individuals (1356 
households with average family size of 6.0 individuals) and Dhanipur was 11,000 
(1859 households with average family size of 5.9 individuals). Two lists of villages 
for each Block were prepared such that one contained names of those that were in 
proximity to Aligarh and the other having villages that were at a considerable 
distance (not less than 20 km). From each of these lists, one village was randomly 
picked up using Random Number Generator feature of SPSS software. The objective 
behind this exercise was to have a representative sample as also minimize bias 
owing to proximity to the urban centre (Aligarh). 
The reasons for selecting Aligarh district for the present study were manifold. The 
Aligarh Muslim University, i.e. the institution where the researcher was enrolled for 
the PhD program, has a Centre for Continuing Adult Education and Extension 
(CCACE) which is primarily involved in conducting outreach activities in the rural 
areas of Aligarh district. It has a team of dedicated field workers who are in regular 
contact with the villagers and are also aware of the local topography. Another issue 
was that of identifying the villages that consisted of households of interest to the 
researcher. The field workers' good rapport with the villagers and one-to-one 
relationship with them, proved to be of immense help in identifying the same. 
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Further, it was thought that it would be wise to enhst the help of these field workers 
of CCACB in Ihc conduet of this study as otherwise the villagers would not have 
agreed to share sensitive information pertaining to involvement of family members 
in the decision making process. 
As it is dinieult to 'break in' and get the desired information by directly approaching 
the villagers, the researcher made il a point to be present in all the events organized 
by the CCAEE in the selected blocks beginning from the month of Jtme 2004 and 
the end of December 2004 (while the period during which the final data was 
collected ranged from January 2005 to December 2005). The fact that researcher 
herself was a female, proved to be of immense help in gaining the confidence of the 
rural womenfolk, who otherwise are wary of strangers, especially males. 
As there was no database to rely on, the researcher after interacting with the 
villagers as also feedback from field workers of CCAEE, prepared an exhaustive list 
of households, village-wise, that fulfilled the broad criteria for inclusion in the study. 
The criterion at this stage being possession of at least 2 of the durable products out 
of a total of 8 products that included two-wheeler, TV, radio, VCD, insurance, 
edible oil, toothpaste and washing powder. Consequently, a tentative list of 1205 
households was drawn up from the four blocks randomly selected for the study. The 
list consisted of 175 households from village Charrah and 110 from Naushabarla 
(Gangiri Block), 105 households from Rorawar and 125 from 'I'alashpur (Lodha 
Block), 190 households from Barotha and 155 from Kamalpur (Dhanipur Block), 
180 households from Satha and 165 from Jarothi (Jawan Block), in order to obtain a 
representative sample, 20% of households were randomly selected using Random 
Number Generator feature of SPSS software from the list of households for each 
village. This resulted in a random sample of 241 households (from the 4 Blocks i.e. 
8 villages). 
During the second stage, after the researcher had been successful in gaining the 
confidence of the village folk, an attempt was made to identify those households that 
had purchased at least two of the durables during the last two years to minimize 
forgetting effect (Khan, 2000), or had not received the same as dowry during 
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marriage in ihe household or as gifts from a relative living in a city. This resulted in 
a sample of 176 households. 
Thus, the researcher administered the questionnaire on 176 households. For each 
product category, the respondent was asked to think of events, conversations, and 
thoughts leading to the relevant purchases made by the family and to indicate their 
involvement in the purchase decision. While administering the questionnaire the 
respondents were instructed not to consult one another and the researcher was 
present so as to respond to doubts and queries regarding the questions in the research 
instrument. The researcher made it a point to personally fill up the questionnaire in 
case of the illiterate respondents and children after explaining to them the contents 
of the questionnaire. It should be kept in mind that the data collection instrument 
was the same for all the respondents. This was necessary for avoiding bias of any 
type and it also facilitated comparative study of the sample. 
After collecting the data from 176 households, at the editing stage, it was found that 
questionnaires from 152 families (499 individuals) were suitable for further analysis. 
The rest of the questionnaires had to be discarded as they were incomplete in various 
respects such as missing information pertaining to critical questions etc. 
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Fig 3(b): Schematic Diagram of Sampling Plan for Blocks (For ex. GaiiglH) 
Gangiri Block 
1 
Charrah Village 
175 households 
1 
35 , 
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1 
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110 households 
1 
22 
Households 
1 
15 
Households 
1 
53 
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J 
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Individuals from 
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households. 
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Before proceeding further, it is necessary to describe the sample in terms of 
demographics, the profile of which is given in Tables 3.2 (a, b, c, d, e and 1) 
Tabic 3.2(a) Gender Profile of the Sample 
Gender 
Valid male 
female 
Total 
Frequency 
265 
234 
499 
Percent 
53.1 
46.9 
100.0 
Valid Percent 
53.1 
46.9 
100.0 
Cumulative 
Percent 
53.1 
100.0 
Of the 499 respondents 53% were male while 47% were females. 
Table 3.2(b): The Life Stage Breakup of the Sample 
Life Stages 
Valid Pre - Teen 
Teen age 
Early Adulthood 
Middle Adulthood 
Late Adulthood 
Old Age 
Very Old 
Total 
Frequency 
20 
103 
93 
145 
120 
17 
1 
499 
Percent 
4.0 
20.6 
18.6 
29.1 
24.0 
3.4 
.2 
100.0 
Valid Percent 
4.0 
20.6 
18.6 
29.1 
24.0 
3.4 
.2 
100.0 
Cumulative 
Percent 
4.0 
24.6 
43.3 
72.3 
96.4 
99.8 
100.0 
About 71% of the respondents belonged to various stages of adulthood. Major 
proportion belonging to the middle adulthood stage (usually the productive and 
earning section of the population), next significant proportion (21%) belonged to the 
teenage segment (this segment nowadays is considered to be an important segment 
as far as buying process is concerned). 
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Figure 3(c): Gender Profile of the Sample 
Figure 3(d): The Life Stage Breakup of the Sample 
4% 4% 
24% 21% 
19% 
28% 
• Pre-teen • Teenage D Early Adulthood 
O Mddle Adulthood • Late Adulthood a Old Age 
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Table 3.2(c) Educational Profile of the Sample 
education 
Valid illeterate 
middle school 
high school 
under graduate 
graduate 
post graduate 
Total 
Frequency 
51 
154 
104 
89 
73 
28 
499 
Percent 
10.2 
30.9 
20.8 
17.8 
14.6 
5.6 
100.0 
Valid Percent 
10.2 
30.9 
20.8 
17,8 
14.6 
5.6 
100.0 
Cumulative 
Percent 
10.2 
41.1 
61.9 
79.8 
94.4 
100,0 
Ihis is ail encouraging finding which shows that only iO% of the sample was 
illiterate; a major chunk (52%) consisted of middle and high school students as well 
as dropouts. Another important finding is that about 20% were either graduates or 
postgraduates. The high literacy level can be attributed to proximity of these villages 
to major education centre i.e. Afigarh.The literacy rate of Ul\ as per the Census of 
India 2001, .stands al 563% with male literacy rale ()r69%, 
Tabic 3.2((l): The Occiipiitional Prodlc of the Sample 
occupation 
Valid agriculture 
government service 
business 
teaching 
housewife 
student 
Total 
Frequency 
39 
45 
86 
24 
164 
140 
499 
Percent 
7.8 
9.2 
17.2 
4.8 
32.9 
28.1 
100.0 
Valid Percent 
7.8 
9.2 
17.2 
4.8 
32.9 
28.1 
100.0 
Cumulative 
Percent 
7.8 
17.0 
34.3 
39.1 
71.9 
100.0 
Contrary to the expected response it was found that only 8%) of the sample was 
involved purely in agriculture, this finding supports the observations of researchers 
like Bijapurkar (2002) who noted significant increase in non-farm based activities of 
villagers. In the present study, about 32% of the respondents were engaged in 
business and teaching or were in government service. 
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Figure 3(e): Educational Profile of the Sample 
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Figure 3(f): The Occupational Profile of the Sample 
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Table 3.2(c) Income Profile of the Sample 
Income Groups 
Valid No income 
Rs, 1000 to Rs. 4999 
Rs. 5000 to Rs. 9999 
Rs. 10000 to Rs. 14999 
Rs. 15000 to Rs. 20000 
Total 
Frequency 
303 
74 
94 
19 
9 
499 
Percent 
60.7 
14.8 
18.8 
3.8 
1.8 
100.0 
Valid Percent 
60.7 
14.8 
18.8 
3.8 
1.8 
100.0 
Cumulative 
Percent 
60.7 
75.6 
94.4 
98.2 
100.0 
A significant proportion belonged to the no income segment but tiiis segment 
consisted of not only unemployed youths but also students and a large proportion of 
housewives as the women, even if literate, did not go out to work. The second 
largest segment was that of middle-income group (this segment usually constitutes 
the consuming class). 
Table 3.2(f): Profile of Families: Nuclear & Joint 
type of family 
Valid nuclear family 
joint family 
Total 
Frequency 
351 
148 
499 
Percent 
70.3 
29.7 
100.0 
Valid Percent 
70.3 
29.7 
100.0 
Cumulative 
Percent 
70.3 
100.0 
As is clear from the table, out of 499 respondents, majority (70%) belonged to 
nuclear family set up while only about 30% approx. belonged to joint family set up 
which is contrary to the popular belief of prevalence of joint families in the rural 
areas. 
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Figure 3(g): Income Profile of the Sampi 
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Figure 3(h): Profile of Families: Nuclear & Joint 
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3.9 Method of Analysis 
So as to maintain data integrity, at the outset, the database was maintained using SPSS 
13 Software Package. This was essential because for each family member about 75 
data entries (7 for the demographic section of the questionnaire and 68 for the decision 
stages and the sub-decisions for the eight products under study) had to be performed. 
The maintenance of such a huge database (consisting of about 37,425 data cells) was 
not possible using any other available software. 
The nature of the data necessitated the use of non-parametric tests viz. Kruskal-
Wallis-H Test* and Mann-Whitney-U Test*(Malhotra, 2004; Aczel & 
Sounderpandian, 2006). The use of cross-tabulations has also been made at 
appropriate places. 
For the purpose of ascertaining whether there were significant differences in the 
responses vis-a-vis respondent's position in the family, life stages, education, and 
occupation for the various decision stages and the related sub-decisions for each 
•product, the Kruskal-Wallis-H test was employed on the respective frequencies. 
For ascertaining variations in the responses from nuclear and joint families in case of 
each of the decision stages and also with respect to the sub-decisions for each of the 
product Mann-Whitney-U Test was employed. 
The Kruskal Wallis H Test is the non-parametric alternative to the Analysis of Variance -
Between Subjects. It uses the rank value of each case, not merely its location to the median. The 
Kruskal Wallis H test, is used when scores on a continuous variable have to be compared by the 
levels of a categorical variable with 3 levels or more. The formula being: 
H = '2 
r i- D I \ 
I 
A R 3 ( n + I) 
n {n + \) 
* The Mann-Whitney-U Test is the non-parametric alternative to the Independent-samples t-test. 
The independent-sample t-test is used to examine for significant differences in means scores of two 
levels of an independent (categorical) variable. The Mann-Whitney U Test is used to examine for 
significant differences on non-parametric continuous data between two levels of a categorical 
variable. The formula being: 
,, n, (n,+l) „ 
Note: For detailed description please see Appendix IV 
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Figure 3 (i): Flow Chart Depicting Schema of Analysis 
Data from Four Blocks (8 villages) 
Randomly Selected 
V 
> Reliability Analysis Using Cronbach's alpha 
> Validity Checked through Subject Experts 
Kruskal-Wallis-H Test used to analyze difference in 
involvement in different stages and sub decisions vis-
a-vis member's position in the family and life stages. 
' ' 
Mann-Whitney-U Test used to analyze 
differences in involvement in different stages 
and sub decisions vis-4-vis family type. 
> ' 
i 
Findings vis-a-vis Involvement of Family 
Members during Stages as well as Sub-
Decisions in Purchase Decision IVIaking Process 
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3.10 Limitations 
Though, a number of precautions have been taken to increase the reliability of the 
present study, yet the researcher feels that there are certain limitations which may be 
given due consideration: 
'^ o. Limitations of time, funds and willingness of the respondents dictated that the 
sample could not be larger than the present one. Although this fact limits the 
generalizability of results, the researcher believes that it represents a necessary 
and economical first step in identifying useful concepts and relationships that 
can later be tested in larger, more representative samples in the Indian rural 
context. 
•^  Since the results pertain to only a special group of respondents and specific 
decision process, they strongly indicate the need for additional work to examine 
a number of methodological and practical questions. These include: 
> the extent to which measures of influence attributed to husband, wife, 
children and grandparents affected by the size of the decision making 
unit. 
> the nature of the influence structure in households having 
compositions different from those in this study. 
> the manner in which household decision making involving different 
types of decision making units is affected by the product/service 
category being purchased. 
^ India being a multilingual, multi-religious and multi-regional country, the 
sample drawn may not be representative of the entire Indian population and 
therefore, generalisation has to be done with caution. 
"^  The findings cannot be generalized to the country as a whole owing to socio-
economic and cultural diversity. 
"^  There is a possibility of respondent's bias vis-a-vis conservative social norms 
prevalent in rural India. Being an issue concerning "inside" information of their 
family, the respondents may have given answers desirable from social point of 
view. 
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•^  There is a possibility of respondent's bias from another angle. They may have 
given replies that were desirable from their point of view. 
•^ The relative influence of relatives and friends has largely been ignored, ideally, 
the study should have included the influence of relatives and friends. But 
practical difficulties imposed by the retrospective nature of responses (a product 
may have been purchased a year back and it is practically impossible for any 
researcher to account for role played by "outside" elements like relatives and 
friends, in such a scenario. 
"^  Though, effect of type of family (i.e. nuclear and joint) on family purchase 
decisions has been studied, yet, some other moderating variables may also have 
been responsible for shift in influence of family members such as duration of 
marriage. Thus, there is a need for detailed study of the same. 
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CHAPTER 4 
ANALYSIS AND INTERPRETATION 
This chapter deals with the analysis of primary data collected for the study ol" 
involvement of the family members in the purchase decision process for seven 
products viz. two wheeler, television, radio, VCD, edible oil, tooth paste, washing 
powder and one service viz. insurance. So as to present a clear picture, results have 
been arranged in tabular format for each of the product and service under study. 
The analysis has been carried out in terms of observed differences for each 
product^service in case of: 
1) Position of the individuals in the family i.e. husband, wife, son, daughter, 
grandfather and grand mother. 
2) Life stage of the individuals* (Erikson, 1950; Gould, 1978; Levinson, 1978; 
Sheehy, 1995) 
3) Type of family i.e. nuclear family and joint family. 
The analysis for each product has been divided into two sections. The first section 
deals with different stages of the purchase decision process viz. idea initiation, 
information collection and final decision making. 
The second section deals with the sub-decisions for each of the products/service 
under study. In general six sub-decisions (with minor modifications depending upon 
the nature of the product/service) viz. amount to be spent, when to purchase, brand 
to purchase, what size, what colour and from which dealer has been considered for 
the purpose of analysis. 
*The individual's life stage has been divided into pre-teens (12 years & below), teenage (13-19 years), early 
adiilihood (20-30 years), middle adulthood (31-40 years), lute adulthood (41-60 years) and old age (61 years & 
onwards). 
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To analyze the differences between the family members (with respect to their 
position in the family) in terms of involvement in various stages and sub-decisions 
the nonparametric alternative to the One-way Analysis of Variance (ANOVA) 
designed to detect differences among populations i.e. Kruskal-Wallis H Test^ ' was 
used. Same procedure was used to find out the differences among the individuals in 
different life stages in terms of involvement in various stages and sub-decisions 
related to each of the product/service. 
Similarly, the non-paramelric procedure Mann-Whitney-U Test has been used to 
find out the differences among the two types of families (i.e. nuclear and joint) in 
terms of involvement in various stages and sub-decisions related to eueli of the 
product. 
4.1 Involvement of Family Members in the Purchase of Two-Wheeler 
4.1.11 Stages in the Decision Making Process 
4.1.111 Idea initiation Stage 
At the aggregate level the %^{5) =220.726, p<0.01 is indicative of highly significant 
differences between family members and their involvement during the idea initiation 
stage. However, it would be worthwhile to analyze these differences vis-a-vis the 
level of involvement of various members, 
From table 4.1.1(a) it is quite clear that the mean rank for husband is the highest 
followed by grandfather, son, wife, grandmother and daughter. This, in other words 
means that the involvement of the male members or the Male Family Members 
(MFM)* is significantly higher than that of the females or the Female Family 
Members (FFM) and this is understandable as the male members are the actual users 
of the product especially in the rural context. 
'•" For details regarding the Kruslcal-Wallis H Test & Mann-Whitncy-U Test, please refer to Chapter 3. 
MFM=Male Family Members, FFM=Female Family Members 
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4.1.112 Information Collection Stage 
At the aggregate level the x^(5) =256.437, p<0.01 is indicative of highly significant 
differences between the family members and their involvement during the 
information collection stage, but it would be worthwhile to analyze these differences 
vis-^-vis involvement of various members. 
The table 4.1.1 (a) shows that the mean rank for husband is the highest followed by 
son, grandfather, wife, daughter and grandmother. This is perhaps so because in the 
rural areas due to lack of mobility and little contact with the market, the women are 
generally dependent on their male counterpart for information collection. Thus, here 
too MFM dominate the FFM as far as involvement during this stage is concerned. 
4.1.113 Final Decision 
At the aggregate level the x^(5) =279.911, p<0.01 is indicative of highly significant 
differences between the family members and their involvement at the final decision 
stage, but it would be worthwhile to analyze these differences vis-a-vis involvement 
of various members. 
The table 4.1.1(a) shows that the mean rank for husband is the highest followed by 
grandfather, son, wife, grandmother and daughter. Again because of being more 
aware and exposed to the market besides being the actual users in the rural context, 
involvement of husband, grandfather and son (although to a lesser extent) is more 
than the females who show low levels of involvement during this stage. 
4.1.12 Sub Decisions involved in the Buying Process 
4.1.121 Sub Decision: "Amount to be spent" 
At the aggregate level the x^(5)=295.04, p<O.OI is indicative of highly significant 
differences between family members and their involvement in the sub decision 
pertaining to amount to be spent, but it would be worthwhile to analyze these 
differences vis-a-vis involvement of various members. 
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It is clear from table 4.1.1(a) that the mean rank for husband is the highest followed 
by grandfather, son, wife, grandmother and daughter Thus, though husband may be 
the bread earner of the household and his involvement may be highest as far as the 
decision regarding the amount to be spent is concerned, yet it appears that he not the 
sole decider. Results indicate some kind of dyadic relationship involving 
•consultation between the husband and his father (i.e. the grandfather). This probably 
may be one of the unique features of "individualized joint families". Again 
involvement of MFM is much higher than the FFM. 
4.1.122 Sub Decision: "When to purchase?" 
At the aggregate level the x^(5)=180.167,p<0.01 is indicative of highly significant 
differences between family members and their involvement in the sub decision 
pertaining to the timing of purchase, but it would be worthwhile to analyze these 
differences vis-a-vis involvement of various members. 
I'rom table 4.1.1(a) it is quite clear that the mean rank for husband is the highest 
followed by grandfather, son, wife, grandmother and daughter. This, in other words 
means that the involvement of MFM is signillcanlly higher than that of FFM. Thus, 
the pattern of involvement is similar to that of idea initiation and the final decision 
making stages. 
4.1.123 Sub Decision: "Brand to be purchased" 
At the aggregate level the x^(5)=250.467, p<0.01 is indicative of highly significant 
differences between family members and their involvement in the sub decision 
pertaining to the choice of brand to be purchased, but it would be worthwhile to 
analyze these differences vis-a-vis involvement of various members. 
The table 4.1.1(a) clearly indicates that the mean rank for husband is the highest 
followed by the grandfather, son, wife, daughter and grandmother. This may perhaps 
be due to the simple fact that it is the husband, grandfather and son who frequently 
leave the four walls of the household in pursuit of work and studies and thus the 
chances of them getting exposed to messages originating directly from marketers 
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and other informal channels like WOM are much higher. Consequently, they are 
expected to be more brand conscious. 
4.1.124 Sub Decision: "Type of Two-Wheeler to be purchased" 
At the aggregate level the x^(5)=246.682, p<0.01 is indicative of highly significant 
differences between family members and their involvement in the sub decision 
pertaining to the type of two wheeler to be purchased, but it would be worthwhile to 
analyze these differences vis-a-vis involvement of various members. 
As seen in the table 4.1.1(a) the mean rank for the husband is highest followed by 
son, grandfather, wife, grandmother and daughter. Being the actual users of the 
product, the MFM show greater involvement in this decision. 
4.1.125 Sub Decision: "Colour of Two- Wheeler to be purchased" 
At the aggregate level the y^(5) =94.996, p<0.01 is indicative of significant 
differences between the family members and their involvement in the sub decision 
pertaining to the colour of the two-wheeler to be purchased, but it would be 
worthwhile to analyze these differences vis-a-vis involvement of various members. 
The pattern of involvement is same as in the case of information collection as seen 
in the summary table 4.1.1(b).The table 4.1.1(a) shows that the mean rank for 
husband is the highest followed by son, grandfather, wife, daughter and 
grandmother. As compared to the other sub-decisions, wife and daughter show 
higher level of involvement in deciding the colour of the two-wheeler to be 
purchased. 
4.1.126 Sub Decision: "Where (dealer) to purchase?" 
At the aggregate level the x^(5) =281.863, p<0.01 is indicative of significant 
differences between the family members and their involvement in the sub decision 
pertaining to the choice of dealer, but it would be worthwhile to analyze these 
differences vis-^-vis involvement of various members. 
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The mean rank for the husband is the highest followed by the grandfather, son, 
grandmother, daughter and wife. The greater involvement indicated by the 
grandmother within the FFM is representative of the traditional social norms and 
mores still prevalent in the rural settings in India where the elders are supposed to 
wield greater authority as far as important decisions are concerned. 
Thus, in case of all the decisions and sub decisions, a more or less uniform 
pattern of involvement emerges where the MFM show much higher involvement 
than the FFM. 
4.1.2 Involvement of Family Members in the Purchase of Television 
4.1.21 Stages in the Decision Mailing Process 
4.1.211 Idea Initiation Stage 
At the aggregate level the x^(5) =91.062, p<0.01 is indicative of highly significant 
differences between family members and their involvement during the idea initiation 
stage. However, it would be worthwhile to analyze these differences vis-a-vis the 
level of involvement of various members. 
The table 4.1.2 (a) clearly indicates that the mean rank for the son is the highest 
followed by the daughter, wife, husband, grandmother and grandfather. This pattern 
of involvement is quite different from that in the case of two-wheeler. Here the 
younger generation i.e. son and daughter along with the wife show higher 
involvement as compared to the other members. This may be due to their being the 
main users of the product. 
4.1.212 Information Collection Stage 
At the aggregate level the x^(5) =192.276, p<0.01 is indicative of highly significant 
differences between the family members and their involvement during the 
information collection stage, but it would be worthwhile to analyze these differences 
vis-ii-vis involvement of various members. 
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The table 4.1.2(a) shows that the mean rank for the husband is highest followed by 
the son, grandfather, wife, daughter and grandmother. Here, the MFM dominates the 
decision making due to the greater exposure and mobility of the male members of 
the family. 
4.1.213 Final Decision 
At the aggregate level the x^(5) =210.914, p<0.01 is indicative of highly significant 
differences between the family members and their involvement during the final 
decision stage, but it would be worthwhile to analyze these differences vis-ii-vis 
involvement of various members 
The table 4.1.2 (a) shows that the mean rank for husband is the highest followed by 
son, grandfather, wife, daughter and grandmother, 'fhe pattern is same as in the case 
of information collection, here the MFM again dominates the decision making due 
to'reasons stated earlier. 
4.1.22 Sub Decisions involved in the Buying Process 
4.1.221 Sub Decision: "Amount to be spent" 
At the aggregate level the x^(5) =231.877, p<0.01 is indicative of highly significant 
differences between family members and their involvement in the sub decision 
pertaining to amount to be spent. 
It is clear from table 4.1.2 (a) that the mean rank for husband is the highest followed 
by grandfather, wife, grandmother, son, and daughter. It is the earning members of 
the family i.e. husband and in some cases the grandfather too, who decide the 
amount to be spent as allowed by their budget. Further, the general trend that is quite 
apparent is that in issues involving allocation of family's money, it is the elder male 
members of the family who matter the most. 
4.1.222 Sub Decision: "When to Purchase?" 
At the aggregate level the x^(5)=60.699, p<0.01 is indicative of significant 
differences between family members and their involvement in the sub decision 
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pertaining to the timing of purchase, but it would be worthwhile to analyze these 
differences vis-a-vis involvement of various members. 
From table 4.1.2 (a) it is quite clear that the mean rank for son is the highest 
followed by the daughter, wife, husband, grandmother and grandfalhcr. As it is 
usually the younger generation who initiate the need for the product they along with 
their mothers play an active role in deciding the time of purchase. 
4.1.223 Sub Decision: "Brand to be purchased" 
At the aggregate level the x^(5)= 164.424, p<0.01 is indicative of highly significant 
differences between family members and their involvement in the sub decision 
pertaining to the choice of brand to be purchased, but it would be worthwhile to 
analyze these differences vis-a-vis involvement of various members. 
The table 4.1.2 (a) clearly indicates that the mean rank for husband is the highest 
followed by the son, wife, grandfather, daughter and grandmother. The active 
involvement of the male child along with husband in the decision pertaining to brand 
to be purchased is indicative of higher brand awareness among them. 
4.1.224 Sub Decision: '^Type of Television to be purchased" 
At the aggregate level the x^(5)=62.816, p<0.01 is indicative of highly significant 
differences between family members and their involvement in the sub decision 
pertaining to the type of television to be purchased, but it would be worthwhile to 
analyze these differences vis-^-vis involvement of various members. 
As seen in the table 4.1.2 (a) the mean rank for the son is the highest followed by the 
husband, daughter, wife, grandmother and grandfather. The greater involvement of 
male child of the family is perhaps indicative of the husband (father) yielding some 
of the influence that he earlier exercised in favour of son. It is interesting to observe 
that the father, in conformity to the traditional sex role norms, has passed on the 
baton to another male member. 
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4.1.225 Sub Decision: "Where (dealer) to purchase?" 
.2, At the aggregate level the x (5) =277.069, p<0.01 is indicative of significant 
differences between the family members and their involvement in the sub decision 
pertaining to the choice of dealer, but it would be worthwhile to analyze these 
differences vis-ci-vis involvement of various members. 
The mean rank for the husband is the highest followed by the son, grandfather, 
grandmother, wife and daughter. The greater involvement indicated by the 
grandmother within the FFM is representative of the traditional social norms and 
mores still prevalent in the rural settings in India. 
4.1.3 Involvement of Family Members in tlie Purchase of Radio 
4.1.31 Stages in the Decision Making Process 
4.1.311 Idea initiation Stage 
At the aggregate level the -^{5) =16.334, p=0.0] is indicative of highly significant 
differences between family members and their involvement during the idea initiation 
stage. However, it would be worthwhile to analyze these differences vis-a-vis the 
level of involvement of various members. 
The tabic 4.1.3 (a) clearly indicates that the mean rank for the grandfather is the 
highest followed by the husband, wife, grandmother, son and daughter. As the 
pattern indicates grandfather and husband play a very important role in this stage as 
the product is basically of their interest and frequently used source of entertainment 
and information. The involvement of children was quite low as they are not much 
interested in the product. 
4.1.312 Information Collection Stage 
At the aggregate level the y^{5) =59.364, p<0.01 is indicative of highly significant 
differences between the family members and their involvement during the 
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information collection stage, but it would be worthwhile to analyze these differences 
vis-a-vis involvement of various members. 
The tabic 4.1.3 (a) shows that the mean rank for the grandfather is highest followed 
by the husband, son, wife, daughter and grandmother. The MFM dominates the 
decision making due to the fact that it is the MFM who frequently leave the four 
walls of the household in pursuit of work and studies and thus the chances of them 
getting exposed to the marketing communications are much higher. 
4.1.313 Final Decision 
At the aggregate level the x^(5) =77.3, p<0.01 is indicative of highly significant 
differences between the family members and their involvement during the final 
decision stage. 
The table (no.) shows that the mean rank for husband is the highest followed by 
grandfather, son, wife, daughter and grandmother. Here the MFM again dominates 
the decision making due to reason stated earlier. 
4.1.32 Sub Decisions involved in the Buying Process 
4.1.321 Sub Decision: "Amount to be spent" 
At the aggregate level the x2(5) =95.923, p<0.01 is indicative of highly significant 
differences between family members and their involvement in the sub decision 
pertaining to amount to be spent. 
It is clear from table 4.1.3 (a) that the mean rank for husband is the highest followed 
by grandfather, grandmother, wife, son, and daughter. It is the main bread winner 
i.e. husband and the grandfather too who decide the amount to be spent. 
4.1.322 Sub Decision: "When to Purchase? " 
At the aggregate level the x^(5)=12.804, p<0.05 is indicative of significant 
differences between family members and their involvement in the sub decision 
pertaining to the timing of purchase, but it would be worthwhile to analyze these 
differences vis-a-vis involvement of various members. 
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From table 4.1.3 (a) it is quite clear that the mean rank for husband Is the highest 
followed by the grandfather, son, wife, daughter and grandmother. As it is the 
grandfather and husband who initiate the need for the product so they play an active 
role in deciding the time of purchase too. 
4.1.323 Sub Decision: "Brand to be purchased" 
At the aggregate level the x^(5)=66.895, p<0.01 is indicative of highly significant 
differences between family members and their involvement in the sub decision 
pertaining to the choice of brand to be purchased, but it would be worthwhile to 
analyze these differences vis-a-vis involvement of various members. 
The table 4.1.3 (a) clearly indicates that the mean rank for husband is the highest 
followed by the grandfather, son, grandmother wife and daughter. This is perhaps 
because the MFM are more mobile frequently leave the four walls of their houses 
thereby getting exposed to messages originating directly from marketers and other 
informal channels like WOM are much higher. Consequently, Ihey are expected to 
be more brand conscious. 
4.1.324 Sub Decision: "Model of Radio to be purcliased" 
At the aggregate level the x^(5)=64,843, p<O.OI is indicative of highly significant 
differences between family members and their involvement in the sub decision 
pertaining to the type of television to be purchased, but it would be worthwhile to 
analyze these differences vis-^-vis involvement of various members. 
As is clear from the table 4.1.3 (a), the mean rank for the husband is the highest 
followed by the grandfather, son, grandmother, wife and daughter. MFM who are 
basically the actual users of the product show greater involvement than the FFM. 
4.1.325 Sub Decision: "WItere (dealer) to purchase?" 
At the aggregate level the x^(5) =99.813, p<0.01 is indicative of significant 
differences between the family members and their involvement in the sub decision 
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pertaining to the choice of dealer, but it would be worthwhile to analyze these 
differences vis-a-vis'involvement of various members. 
The mean rank for the husband is the highest followed by the grandfather, son, 
grandmother, wife and daughter. The greater involvement indicated by the 
grandmother is representative of the traditional social norms and mores still 
prevalent in the rural settings in India. 
4.1.4 Involvement of Family Members in the Purciiase of VCD 
4.1.41 Stages in the Decision Making Process 
4.1.411 Idea initiation Stage 
At the aggregate level the x^(5) =29.551, p<0.01 is indicative of highly significant 
differences between family members and their involvement during the idea initiation 
stage. However, it would be worthwhile to analyze these differences vis-^-vis the 
level of involvement of various members. 
The table 4.1.4 (a) clearly indicates that the mean rank for the daughter is the highest 
followed by the son, wife, husband, grandmother and grandfather. The pattern is 
indicative of the fact that the VCD although new to the rural market and a high 
technology product, is fast gaining acceptance as a source of entertainment and the 
members of the younger generation (children) are acting as the idea initiators. The 
grandparents were indifferent and not involved in the purchase decision. 
4.1.412 Information Collection Stage 
At the aggregate level the x^(5) =33.225, p<0.01 is indicative of highly significant 
differences between the family members and their involvement during the 
information collection stage, but it would be worthwhile to analyze these differences 
vis-a-vis involvement of various members. 
The table 4.1.4 (a) shows that the mean rank for the husband is highest followed by 
the son, wife, daughter, grandfather and grandmother. Here the MFM (excluding the 
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grandfather) dominates the decision maJcing; this is perhaps because they get more 
exposure of marketing communications as also the information from informal 
channels like WOM due their high mobility. 
4.1.413 Final Decision 
At the aggregate level the x^(5) =37.482, p<0.01 is indicative of highly significant 
differences between the family members and their involvement during the final 
decision making stage. 
The table 4.1.4 (a) shows that the mean rank for husband is the highest followed by 
son, wife, grandfather, daughter and grandmother. The involvement of male child 
along with the husband is perhaps indicative of growing participation of younger 
generation in the purchase process, of even latest technology products like VCD. 
4.1.42 Sub Decisions involved in the Buying Process 
4.1.421 Sub Decision: "Amount to be spent" 
At the aggregate level the x^(5) =74.384, p<0.01 is indicative of highly significant 
differences between family members and their involvement in the sub decision 
pertaining to the amount to be spent. 
It is clear from table 4.1.4 (a.) that the mean rank for husband is the highest followed 
by grandfather, wife, son, grandmother and daughter. It is the earning members i.e. 
husband (and also grandfather is some cases) who decide the amount to be spent. It 
is important to note that the grandfather who is otherwise not involved in the 
decision process still plays an important role during this sub-decision. 
4.1.422 Sub Decision: "WIten to Purchase" 
At the aggregate level the y^{5) =33.948, p<0.05 is indicative of significant 
differences between family members and their involvement during the sub-decision 
pertaining to the timing of purchase, but it would be worthwhile to analyze these 
differences vis-a-vis involvement of various members. 
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From table 4.1.4 (a.) it is quite clear that the mean rank for son is the highest 
followed by the son, husband, wife, grandmother and grandfather. As it is usually 
the younger generation who initiate the need for the product, they along with their 
mother play an active role in deciding the time of purchase. Among children the 
daughter who usually stays at home and has no other source of entertainment in rural 
settings shows highest involvement in this decision. 
4.1.423 Sub Decision: "Brand to be purchased" 
At the aggregate level the x^(5)=46.467,p<0.01 is indicative of highly significant 
differences between family members and their involvement in the sub decision 
pertaining to the choice of brand to be purchased, but it would be worthwhile to 
analyze these differences vis-^-vis involvement of various members. 
The table 4.1.4 (a) clearly indicates that the mean rank for husband is the highest 
followed by the son, daughter, wife, grandfather and grandmother. This may perhaps 
be due to the simple fact that it is the husband, grandfather and son who frequently 
leave the four walls of the household in pursuit of work and studies and thus the 
chances of them getting exposed to messages originating directly from marketers 
and other informal channels like WOM are much higher. Consequently, they are 
expected to be more brand conscious. 
4.1.424 Sub Decision: "Model of VCD to be purcliased" 
At the aggregate level the x^(5)=5l.726,p<0,OI is indicative of highly significant 
differences between family members and their involvement in the sub decision 
pertaining to the type of VCD to be purchased, but it would be worthwhile to 
analyze these differences vis-a-vis involvement of various members. 
As seen in the table 4.1.4 (a) the mean rank for the husband is the highest followed 
by the son, grandfather, daughter, wife and grandmother. This is perhaps indicative 
of the fact that VCD being a technology oriented product, the involvement of older 
generation (grandfather) is low as they are neither aware nor interested in the 
features and other details of the product. On the other hand, the male child who is 
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perhaps more familiar with the product plays an active role along with husband 
(father). 
4.1.425 Sub Decision: "Where (dealer) to purchase" 
At the aggregate level the x^(5) =83.755, p<0.01 is indicative of significant 
differences between the family members and their involvement in the sub decision 
pertaining to the choice of dealer, but it would be worthwhile to analyze these 
differences vis-a-vis involvement of various members. 
The mean rank for the husband is the highest followed by the son, grandfather, wife, 
daughter and grandmother. Although, grandfather does not show high involvement, 
still the MFM taken as a whole shows greater involvement than the FFM perhaps 
due to the simple fact that they are the ones who usually frequent the market and are 
aware of the possible choices available to them. 
4.1.5 Involvement of Family Members in the Purchase of Insurance 
Scheme 
4.1,51 Stages in the Decision Making Process 
4.1.511 Idea initiation Stage 
At the aggregate level the x^(5) =188.796, p<0.01 is indicative of highly significant 
differences between family members and their involvement during the idea initiation 
stage. However, it would be worthwhile to analyze these differences vis-^-vis the 
level of involvement of various members. 
The table 4.1.5 (a) clearly indicates that the mean rank for the husband is the highest 
followed by the grandfather, wife, grandmother, son and daughter. The same pattern 
is found in all the stages and sub decisions (except for the dealer decision).The 
MFM dominates FFM throughout the decision process and this is in conformity with 
the attitude prevalent in the Indian society, especially in the rural setting, where 
insurance is considered to be a male-centric subject. The minors in the family are 
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generally indifferent towards insurance schemes and this is also reflected in their 
low level of involvement during the various stages and sub-decisions. 
4.1.512 Information Collection Stage 
At the aggregate level the x\5) =224.61, p<0.01 is indicative of highly significant 
differences between the family members and their involvement during the 
information collection stage. 
The table 4.1.5 (a) shows that the mean rank for the husband is the highest followed 
by the grandfather, wife, grandmother, son and daughter. Here also, the MFM 
dominates the decision due the above stated reasons. 
4.1.513 Final Decision 
At the aggregate level the x^(5) =225.664, p<0.01 is indicative of highly significant 
differences between the family members and their involvement at the final decision 
making stage. 
The table 4.1.5 (a) shows that the mean rank for the husband is the highest followed 
by the grandfather, wife, grandmother, son and daughter. As the decision involves 
significant amount of money and MFM are more exposed to marketing 
communication and informal channels like WOM, they play a more dominant role as 
far as the final decision is concerned. 
4.1.52 Sub Decisions involved in the Buying Process 
4.1.521 Sub Decision: "Amount to be spent" 
At the aggregate level the x^(5) =214.113, p<0.01 is indicative of highly significant 
differences between family members and their involvement in the sub decision 
pertaining to amount to be spent. 
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It is clear from table 4.1.5 (a) that the mean rank for husband is the highest followed 
by grandfather, wife, grandmother, son and daughter. It is the earning members i.e. 
husband (and also grandfather is some cases) who decide the amount to be spent. 
4.1.522 Suh Decision: "When to Purchase?" 
At the aggregate level the x (^5)==209.99, p<0.05 is indicative of significant 
differences between family members and their involvement in the sub decision 
pertaining to the timing of purchase, but it would be worthwhile to analyze these 
differences vis-a-vis involvement of various members. 
It is clear from table 4.1.5 (a.) that the mean rank for husband is the highest followed 
by grandfather, wife, grandmother, son and daughter. As it is usually the husband 
and grandfather who initiate the need for the product, thus, they are the one who 
decide the timing of the purchase. 
4.1.523 Sub Decision: "Choice of Insurance Company" 
At the aggregate level the x^(5) =211.IQ'^, p<0.01 is indicative of highly significant 
differences between family members and their involvement in the sub decision 
pertaining to the choice of brand to be purchased. 
It is clear from table 4.1.5 (a) that the mean rank for husband is the highest followed 
by grandfather, wife, grandmother, son and daughter. This perhaps indicates that 
MFM (excluding son) are more exposed to the marketing communication and WOM 
hence they are more brand conscious. 
4.1.524 Suh Decision: "Type of Policy to be purchased" 
At the aggregate level the x^(5)=227.154,p<0.01 is indicative of highly significant 
differences between family members and their involvement in the sub decision 
pertaining to the type of insurance policy to be purchased, but it would be 
worthwhile to analvze these differences vis-^-vis involvement of various members 
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It is clear from table 4.1.5 (a) that the mean rank for husband is the highest followed 
by grandfather, wife, grandmother, son and daughter. MFM shows greater 
involvement than the FFM. 
4.1.525 Sub Decision: "Wltere (agent) to Purchase" 
At the aggregate level the y^{5) =251.434, p<0.0] is indicative of significant 
differences between the family members and their involvement in the sub decision 
pertaining to the choice of dealer. 
As seen in the table 4.1.5 (a) the mean rank for husband is highest followed by 
grandfather, grandmother, wife, son and daughter. The greater involvement 
indicated by the grandmother within the FFM is representative of the traditional 
social norms and mores still prevalent in the rural settings in India where the elders 
are supposed to wield greater authority as far as important decisions are concerned. 
In all the decisions and sub decisions a uniform pattern of involvement emerges 
where the father and grandfather show much higher involvement than the FFM. 
4.1.6 Involvement of Family Members in the Purchase of Edible Oil 
4.1.61 Stages in the Decision Making Process 
4.1.611 Idea initiation Stage 
At the aggregate level the x^(5) =130.5, p<0.01 is indicative of highly significant 
differences between family members and their involvement during the idea initiation 
stage. However, it would be worthwhile to analyze these differences vis-^-vis the 
level of involvement of various members. 
The table 4.1.6 (a) clearly indicates that the mean rank for the wife is the highest 
followed by the grandmother, daughter, grandfather, husband and son. Household 
chores and cooking are considered to be in the domain of females in rural India and 
hence we find that the FFM dominates the MFM in most of the cases; 
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4.1.612 Information Collection Stage 
At the aggregate level the x^(5) =74.46, p<0.01 is indicative of highly significant 
differences between the family members and their involvement during the 
information collection stage. 
The table 4.1.6 (a) shows that the mean rank for grandmother is highest followed by 
the wife, husband, grandfather, daughter and son. Active involvement of the FFM is 
perhaps indicative of the existence of traditional sex norms still prevalent in the 
Indian rural settings where household related items are still considered to be in the 
sole domain of the females. Moreover, it is the FFM who are the actual users of the 
product. 
4.1.613 Final Decision 
At the aggregate level the x^(5) =73.078, p<0.01 is indicative of highly significant 
differences between the family members and their involvement during the final 
decision making stage. 
The table 4.1.6 (a) shows that the mean rank for grandmother is highest followed by 
the wife, husband, grandfather, daughter and son. The moderate involvement of 
husband is perhaps indicative of the prevalence of traditional sex norms in the rural 
settings and the fact that the product is not a big ticket item hence it is not 
considered important enough for his involvement. 
4,1.62 Sub Decisions involved in the Buying Process 
4.1.621 Sub Decision: "Amount to be spenf 
At the aggregate level the x^(5) =90.334, p<0.01 is indicative of highly significant 
differences between family members and their involvement in the sub decision 
pertaining to amount to be spent. 
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It is clear from table 4.1.6 (a) that the mean rank grandmother is highest followed by 
the wife, husband, grandfather, daughter and son. Considering the fact that the 
product is not a big ticket item, the decision regarding the amount to be spent is 
usually taken by the FFM who are the actual users of the product. 
4.1.622 Sub Decision: "When to Purchase" 
At the aggregate level the x\5)=l56.105,p<0.05 is indicative of significant 
differences between family members and their involvement in the sub decision 
pertaining to the timing of purchase, but it would be worthwhile to analyze these 
differences vis-a-vis involvement of various members. 
The table 4.1.6 (a) clearly indicates that the mean rank for the wife is the highest 
followed by the grandmother, daughter, grandlalher, husband and son. As the 
females do the cooking it is obvious that they decide the timing of purchase. 
4.1.623 Sub Decision: "Brand to be purcltased" 
At the aggregate level the x'(5) =105.29, p<0.01 is indicative of highly signillcant 
differences between family members and their involvement in the sub decision 
pertaining to the choice of brand to be purchased. 
The table 4.1.6 (a) shows that the mean rank for grandmother is highest followed by 
wife, grandfather, husband, daughter and son. The moderate involvement of the 
MFM is perhaps indicative of the prevalence of traditional sex norms in the rural 
settings and the fact that the product is not a big ticket item hence it is not 
considered important enough to call for their involvement. 
4.1.624 Sub Decision: "Type of oil to be purchased" 
At the aggregate level the x^(5)=l 15.903,p<0.01 is indicative of highly significant 
differences between family members and their involvement in the sub decision 
pertaining to the type of oil to be purchased, but it would be worthwhile to analyze 
these differences vis-i-vis involvement of various members. 
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It is clear from table 4.1.6 (a) that the mean rank for wife is the highest followed by 
grandmother, grandfather, daughter, husband and son. FFM shows greater 
involvement than the MFM. 
4.1.625 Sub Decision: "Quantity to be purcltased" 
At the aggregate level the x^(5)=107.323,p<0.01 is indicative of highly significant 
differences between family members and their involvement in the sub decision 
pertaining to the amount to be purchased, but it would be worthwhile to analyze 
these differences vis-a-vis involvement of various members. 
It is clear from table 4.1.6 (a) that the mean rank for wife is the highest followed by 
grandmother, grandfather, husband, daughter and son. FFM shows greater 
involvement than the MFM. As the females do the cooking it is obvious that they 
decide the quantity to be purchased. 
4.1.626 Sub Decision: "Where (dealer) to purchase" 
At the aggregate level the yj{5) =49.49, p<0.01 is indicative of significant 
differences between the family members and their involvement in the sub decision 
pertaining to the choice of dealer. 
As seen in the table 4.1.6 (a) the mean rank for husband is highest followed by 
grandfather, son, wife, grandmother and daughter. It is only here that the MFM 
dominates the FFM because they are the one who go to the marketplace and do the 
shopping and it is very rare that the females go to the market. 
In all the decisions and sub decisions a uniform pattern of involvement is depicted 
where the FFM show much higher involvement than the MFM 
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4.1.7 Involvement of Family Members in the Purchase of Tooth Paste 
4.1.71 Stages in the Decision Making Process 
4.1.711 Idea initiation Stage 
At the aggregate level the y^{5) =80.875, p<O.OI is indicative of highly significant 
differences between family members and their involvement during the idea initiation 
stage. However, it would be worthwhile to analyze these differences vis-a-vis the 
level of involvement of various members. 
The table 4.1.7 (a) clearly indicates that the mean rank for the daughter is the highest 
followed by the son, wife, grandmother, husband and grandfather. As can be seen, 
the children and the FFM are actively involved during this stage. This is perhaps 
indicative of the rising involvement of children in the purchase decision process of 
FMCGs. 
4.1.712 Information Collection Stage 
At the aggregate level the x^(5) =38.44, p<0.01 is indicative of highly significant 
differences between the family members and their involvement during the 
information collection stage. 
The table shows that the mean rank for son is the highest followed by the daughter, 
wife, grandmother, husband and grandfather. High involvement shown by the 
children is indicative of high brand awareness among them. 
4.1.713 Final Decision 
At the aggregate level the x\5) =34.880, p<0.01 is indicative of highly significant 
differences between the family members and their involvement during the final 
decision making stage. 
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The table shows that the mean rank for son is highest followed by the daughter, 
wife, husband, grandmother and grandfather. Children again play an important role 
in this stage indicating their growing involvement In the purchase of the product. 
This is perhaps indicative of the fact that tooth paste is considered to be an item in 
the domain of use of children' and hence the time-poor husband (father) has no 
inhibitions in accepting lower involvement during this stage. 
4.1.72 Sub Decisions involved in the Buying Process 
4.1.721 Sub Decision: "Amount to be spent" 
At the aggregate level the x^(5) =90.595, p<0.01 is indicative of highly significant 
differences between family members and their involvement in the sub decision 
pertaining to amount to be spent. 
It is clear from table 4.1.7 (a) that the mean rank of husband is highest followed by 
the wife, grandmother, grandfather, son and daughter. The bread earner (husband) 
was found to be significantly involved as far as the decision pertaining to amount to 
be spent is concerned. Perhaps it is indicative of the fact that even in case of such an 
item, the father is unwilling to scale down his involvement during this stage which 
involves financial allocation. Another aspect that needs consideration is that an item 
like toothpaste is purchased not in isolation but as one of the basket of items 
purchased at the beginning of the month. And such purchases are usually made by 
the bread earner i.e. the father. 
4.1.722 Sub Decision: "When to Purchase" 
At the aggregate level the x^(5)=n4.996,p<0.05 is indicative of significant 
differences between family members and their involvement in the sub decision 
pertaining to the timing of purchase, but it would be worthwhile to analyze these 
differences vis-a-vis involvement of various members. 
The table 4.1.7 (a) clearly indicates that the mean rank for the wife is the highest 
followed by the daughter, son, grandmother, husband and grandfather. Since it is 
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usually the wife who maintains the stock of the household items and is aware of the 
current requirements, hence, she plays an active role in deciding the timing of the 
purchase. 
4.1.723 Sub Decision: "Brand to be purchased" 
At the aggregate level the x^(5) =55.226, p<0.01 is indicative of highly significant 
differences between family members and their involvement in the sub decision 
pertaining to the choice of brand to be purchased. 
The table 4,1.7 (a) shows that the mean rank for daughter is the highest followed by 
son, wife, husband, grandmother and grandfather. There is perhaps an indication that 
the younger generation including the female child is quite aware of the existing 
popular brands. 
4.1.724 Sub Decision: "Pack size to be purchased" 
At the aggregate level the x^(5) =30.198, p<0.01 is indicative of highly significant 
differences between family members and their involvement in the sub decision 
pertaining to the pack size to be purchased. 
It is clear from table 4.1.7 (a) that the mean rank for daughter is the highest followed 
by son, wife, husband, grandmother and grandfather. The pattern is same as in the 
case of brand decision. 
4.1.725 Sub Decision: "Where (dealer) to purchase" 
At the aggregate level the -^{5) =83,814, p<0.01 is indicative of significant 
differences between the family members and their involvement in the sub decision 
pertaining to the choice of dealer. 
As seen in the table 4.1.7 (a) the mean rank for son is highest followed by husband, 
grandfather, daughter, wife and grandmother. It is only here that the MFM 
dominates the FFM because they are the one who go to the marketplace and do the 
shopping and it is very rare that the females go to the market. 
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4.1.8 Involvement of Family Members in tiie Purchase of Washing 
Powder 
4.1.81 Stages in the Decision Making Process 
4.1.811 Idea initiation Stage 
At the aggregate level the x^(5) =236.193, p<0.01 is indicative of highly significant 
differences between family members and their involvement during the idea initiation 
stage. However, it would be worthwhile to analyze these differences vis-a-vis the 
level of involvement of various members. 
The table 4.1.8 (a) clearly indicates that the mean rank for the wife is the highest 
followed by the grandmother, daughter, husband, grandfather and son. Household 
chores are considered to be in the domain of females in the rural settings hence we 
find that the FFM dominates the MFM in most of the cases. 
4.1.812 Information Collection Stage 
At the aggregate level the x^(5) =91.913, p<0.01 is indicative of highly significant 
differences between the family members and their involvement during the 
information collection stage. 
The table 4.1.8 (a) shows that the mean rank for wife is highest followed by the 
grandmother, daughter, husband, grandfather and son. The pattern is same as that for 
the idea initiation and FFM clearly shows more involvement than the MFM. This is 
perhaps indicative of the existence of traditional sej( norms still prevalent in the 
Indian rural settings where household related items are still considered to be in the 
sole domain of the females. Moreover, it is the FFM who are the actual users of the 
product. 
4AM3 Final Decision 
At the aggregate level the x\5) =97.104, p<0.01 is indicative of highly significant 
differences between the family members and their involvement during the final 
decision making stage. 
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The table shows that the mean rank for wife is highest followed by grandmother, 
daughter, husband, grandfather and son. Household chores are considered to be in 
the domain of females in the rural settings, further it is not a big-ticket item hence 
we find that the FFM who are the actual users (In rural India washing by mostly 
done by females and that too generally by bare hands) of the product dominate the 
MFM. 
4.1.8.2 Sub Decisions involved in the Buying Process 
4.1.821 Sub Decision: "Amount to be spent" 
A( the aggregate level Ihc y}i^) =159.433. p-'O.OI i.s indicilivc ofliighiy signincinl 
differences between family members and their involvement in the sub decision 
pertaining to amount to be spent. 
It is clear from table 4.1.8 (a) that the mean rank wife is highest followed by the 
grandmother, husband, grandfather, daughter and son. As the product is not a big-
ticket item MFM do not show active involvement in the sub decision pertaining to 
amount to be spent. 
4.1.822 Sub Decision: "When to Purchase" 
At the aggregate level the x^(5) =270.763, p<0.05 is indicative of significant 
differences between family members and their involvement in the sub decision 
pertaining to the timing of purchase. 
The table 4.1.8 (a) clearly indicates that the mean rank for the wife is the highest 
followed by the daughter, grandmother, husband, grandfather and son. As the 
females generally do the washing and are aware of its usage pattern, it is obvious 
that they are in the best position to decide the purchase timing. 
4.1.823 Sub Decision: "Brand to be purchased" 
At the aggregate level the x^(5) =148.89, p<0.01 is indicative of highly significant 
differences between family members and their involvement in the sub decision 
pertaining to the choice of brand to be purchased. 
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The table 4.1.8 (a) shows that the mean rank for wife is highest followed by 
grandmother, daughter, husband, grandfather and son. As the FFM are the actual 
users of the product, they arc in u belter position to undursland the brand uHi'ibutwsi 
and hence, are actively involved in the brand selection. 
4.1.824 Sub Decision: "Type of detergent to be purchased" 
At the aggregate level the x^(5)=151.679,p<0.01 is indicative of highly significant 
differences between family members and their involvement in the sub decision 
pertaining to the type of detergent to be purchased, but it would be worthwhile to 
analyze these differences vis-a-vis involvement of various members. 
It is clear from table 4.1.8 (a) that the mean rank for wife is the highest followed by 
daughter, grandmother, husband, grandfather and son. FFM shows greater 
involvement than the MFM. As the females generally do the washing and are av/are 
of its usage pattern, il is obvious that they are in the best position to decide the type 
of detergent to be purchased. 
4.1.825 Sub Decision: "Pack size to be purcliased" 
At the aggregate level the x^(5)=137.553,p<0.01 is indicative of highly significant 
differences between family members and their involvement in the sub decision 
pertaining to the amount to be purchased, but it would be worthwhile to analyze 
these differences vis-a-vis involvement of various members. 
It is clear from table 4.1.8 (a) that the mean rank for wife is the highest followed by 
grandmother, daughter, husband, grandfather and son. FFM shows greater 
involvement than the MFM. Again, as the females generally do the washing and are 
aware of its u.sage pattern, it is obvious that they are in the best position to decide the 
pack size to be purchased. 
4.1.826 Sub Decision: "Where (dealer) to purchase?" 
At the aggregate level the ^^5) =73.116, p<0.01 is indicative of significant 
differences between the family members and their involvement in the sub decision 
pertaining to the choice of dealer. 
107 
As seen in Ihc tabic 4.1.8 (a) the mean rank for husband is highest followed by 
grandfather, son, wife, grandmother and daughter. It is only here that the MFM 
dominates the FFM because they are the one who go to the marketplace and do the 
shopping and it is very rare for the females go to the market. Moreover the product 
is not bought in isolation but as one of the items of monthly basket of purchases. 
In all the decisions and sub decisions a uniform pattern of involvement emerges 
where the FFM show much higher involvement than the MFM. 
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4.2.1 Involvement of Family Members in Different Life Stages in the 
Purchase of Two- Wheeler 
4.2.11 Stages in the Decision Making Process 
4.2.111 Idea initiation Stage 
At the aggregate level x'{6) =42.79, p<O.OI is indicative o\' iiighly significant 
differences between the family members vis-a-vis their life stages and involvement 
during the idea initiation stage, implying thereby that there is a relationship between 
the life stage of the member and his involvement in the idea initiation stage. 
From table 4.2.1 (a.) it is quite clear that the mean rank, for members in early 
adulthood stage is the highest followed by those in the middle adulthood, late 
adulthood, old age, teen age and pre-teen stage. This, in other words means that the 
involvement of the members at different stages of adulthood (20-50 years) is quite 
high and this is understandable as the these members are the actual users of the 
product. 
4.2.112 Information Collection Stage 
At the aggregate level the j^{(i) =30.942, p<0.01 is indicative of highly significant 
differences between the family members vis-a-vis their life stages and involvement 
during the information collection stage, but it would be worthwhile to analyze these 
differences vis-a-vis involvement of various members. 
The tabic 4.2.1 (a.) shows that the mean rank for members in the early adulthood 
stage is the highest followed by those in the late adulthood, middle adulthood, old 
age, teen age and pre-teen stage. Youths (early aduilhood) play an active rule in liiis 
stage and this is perhaps due to exposure to marketing communications and other 
informal communication channels like WOM from peer-group. 
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4.2.113 Final Decision 
At the aggregate level the x^(6) =40.277, p<0.01 is indicative of highly significant 
differences between the family members vis-a-vis their life stages and involvement 
during the final decision stage, but it would be worthwhile to analyze these 
differences vis-a-vis involvement of various members. 
The table 4.2.1 (a) shows that the mean rank for members in the late adulthood stage 
is the highest followed by those in the middle adulthood, old age, early adulthood, 
teen age and pre-teen stage. This implies that the elders in the family are more 
involved in this stage, perhaps because the product is a big-ticket item and they still 
play a decisive role as far as purchase of such an item is concerned. 
4.2.12 Sub Decisions involved in the Buying Process 
4.2.121 Sub Decision: "Amount to be spent" 
At the aggregate level the x^(6)=93.289,p<0.01 is indicative of highly significant 
differences between the family members vis-a-vis their life stages and involvement 
in the sub decision pertaining to amount to be spent, but it would be worthwhile to 
analyze these differences vis-a-vis involvement of various members. 
It is clear from table 4.2.1 (a) that the mean rank for members in the late adulthood 
stage is the highest followed by those in the old age, middle adulthood, early 
adulthood, teen age and pre-teen stage. As the members in the adulthood or old age 
are the earning members hence they usually decide the budget of the purchase. 
4.2.122 Sub Decision: ''When to Purchase?" 
At the aggregate level the x^(6)=44.595,p<0.01 is indicative of highly significant 
differences between the family members vis-^-vis their life stages and involvement 
in the sub decision pertaining to the timing of purchase, but it would be worthwhile 
to analyze these differences vis-^-vis involvement of various members. 
From table 4.2.1 (a) it is quite clear that the mean rank for members in early 
adulthood stage is the highest followed by those in the middle adulthood, late 
11 
adulthood, old age , teen age and pre-teen stage. This pattern is same as in the idea 
initiation stage. 
4.2.123 Sub Decision: "Brand to be purchased" 
At the aggregate level the x^(6) =21.239, p<0.01 is indicative of highly significant 
differences between the family members vis-^-vis their life stages and involvement 
in the sub decision pertaining to the choice of brand to be purchased. 
The table 4.2.1 (a) clearly indicates that the mean rank for members in old age is the 
highest followed by those in the early adulthood stage, late adulthood, middle 
adulthood, teen age and pre-teen stage. Results indicate some kind of dyadic 
relationship involving consultation between the younger generation and the older 
one regarding the brand choice. 
4.2.124 Sub Decision: "Type of Two Wheeler to be purchased" 
At the aggregate level the x^{6) =30.546, p<0.01 is indicative of highly significant 
differences between the family members vis-a-vis their life stages and involvement 
in the sub decision pertaining to the type of two wheeler to be purchased. 
The table 4.2.1 (a) clearly indicates that the mean rank for members in early 
adulthood is the highest followed by those in the late adulthood, middle adulthood, 
old age, teen age and pre-teen stage. This pattern is indicative of active involvement 
ofyouths In the choice of two-wheeler. 
4.2.125 Sub Decision: "Colour of Two Wheeler to he purchased" 
At the aggregate level the x^(5) =37.035, p<O.OI is indicative of significant 
differences between the family members vis-^-vis their life stages and involvement 
in the sub decision pertaining to the colour of the two-wheeler to be purchased, but 
it would be worthwhile to analyze these differences vis-a-vis involvement of various 
members. 
The table 4.2.1 (a) shows that the mean rank for the members in the early adulthood 
is the highest followed by those in the middle adulthood, late adulthood, teen age, 
112 
old age and pre-teen stage. The high involvement of rural youth (falling in early 
adulthood stage) is perhaps indicative of high influence that they wield as far as the 
features, accessories and styling of the product goes. 
4.2.126 Sub Decision: "Where (dealer) to purchase" 
At the aggregate level the x^(5) =41.389, p<0.01 is indicative of significant 
differences between the family members vis-a-vis their life stages and involvement 
in the sub decision pertaining to the choice of dealer, but it would be worthwhile to 
analyze these differences vis-a-vis involvement of various members. 
The tabic 4.2.1 (a) shows that the mean rank for the members in the late adulthood is 
the highest followed by those in the middle adulthood, early adulthood, old age, teen 
age, and pre-teen stage. The involvement of elder members ofthc family is perhaps 
due the fact that they claim to have the maximum experience and are possibly aware 
of the different options available and hence, are in the best position to make the 
dealer decision. 
4.2.2 Involvement of Family Members in different Life Stages in the 
Purchase of Television 
4.2.21 Stages in the Decision Making Process 
4.2.211 Idea initiation Stage 
At the aggregate level the x^(6) =96.271, p<0.01 is indicative of highly signillcant 
differences between the family members vis-a-vis their life stages and involvement 
during the idea initiation stage. However, it would be worthwhile to analy/.c these 
differences vis-a-vis the level of involvement of various members. 
The table 4.2.2 (a) clearly indicates that the mean rank for the members in the pre-
teens is the highest followed by the teenagers, those in early adulthood, middle 
adulthood, late adulthood and old age. This pattern of involvement is quite different 
from that in the case of two-wheeler. Here the younger generation showed higher 
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involvement as compared to the older members. This can be attributed to the fact 
that television is one of the most popular sources of entertainment among youngsters 
and elders are largely disinterested. 
4.2.212 Information Collection Stage 
At the aggregate level the x^(6) =21.889, p<0.01 is indicative of highly significant 
differences between the family members vis-a-vis their life stages and involvement 
during the information collection stage, but it would be worthwhile to analyze these 
differences vis-^-vis involvement of various members 
The table 4.2.2 (a) shows that the mean rank for the members in the middle 
adulthood is highest followed by those in the early adulthood, late adulthood, 
teenage, old age and pre-teens. The high involvement shown by the adults is perhaps 
due to the fact that they are frequently exposed to marketing communications and 
WOM due to their high mobility. 
4.2.213 Final Decision 
At the aggregate level the y^ifi) =35.749, p<0.01 is indicative of highly significant 
differences between the family members vis-a-vis their life stages and involvement 
during the final decision stage, but it would be worthwhile to analyze these 
differences vis-a-vis involvement of various members. 
The table 4.2.2 (a) shows that the mean rank for members in the middle adulthood is 
highest followed by those in the early adulthood, late adulthood, teenage, old age 
and pre-teens. The high involvement shown by the adults is perhaps due to the fact 
that they are frequently exposed to marketing communications and WOM due to 
their high mobility. 
15 
4.2.22 Sub Decisions involved in the Buying Process 
4.2.221 Sub Decision: "Amount to be spent" 
At the aggregate level the x^(6) =111.736, p<0.01 is indicative of highly significant 
differences between the family members vis-a-vis their life stages and involvement 
in the sub decision pertaining to amount to be spent. 
It is clear from table 4.2.2 (a) that the mean rank for members in the late adulthood 
is the highest followed by those in the middle adulthood, early adulthood, old age, 
teenage and pre-teens. It is the adults who are the earning members and so they 
decide the amount to be spent. 
4.2.222 Sub Decision: "When to Purchase" 
At the aggregate level the x^{6) =52.117, p<0.01 is indicative of significant 
differences between the family members vis-a-vis their life stages and involvement 
in the sub decision pertaining to the timing of purchase. 
From table 4.2.2 (a) it is quite clear that the mean rank for teenagers is the highest 
followed by those in the pre-teens, middle adulthood, early adulthood, late 
adulthood and old age. As it is usually the younger generation who initiate the need 
for the product they along with their parents (middle aged) play an active role in 
deciding the time of purchase. 
4.2.223 Sub Decision: "Brand to be purchased" 
At the aggregate level the x\6)=37.102,p<0.01 is indicative of highly significant 
differences between the family members vis-a-vis their life stages and their 
involvement in the sub decision pertaining to the choice of brand to be purchased, 
but it would be worthwhile to analyze these differences vis-^-vis involvement of 
various members. 
16 
The table 4.2.2 (a) clearly indicates that the mean rank for members in the early 
adulthood followed by those in middle adulthood, late adulthood, teenage, old age 
and pre-teens. Members in the different stages of adulthood either study or work. 
outside and hence are more exposed to promotional messages originating from the 
marketers. Thus, owing to the fact that they possess greater knowledge of brand 
attributes, they are actively involved in the brand selection. 
4.2.224 Sub Decision: "Type of Television to he purchased" 
At the aggregate level the x^(6) =61.468, p<0.01 is indicative of highly significant 
differences between the family members vis-i-vis their life stages and involvement 
in the sub decision pertaining to the type of television to be purchased. 
As seen in the table 4.2.2 (a) the mean rank for the teenagers is the highest 
followed by the members in early adulthood stage, middle adulthood, late adulthood, 
pre-teens and old age. Again the younger members play an active role in deciding 
the type of television. The greater involvement of younger members of the family is 
perhaps indicative of the older members yielding some of the influence that they 
earlier exercised in favour of the above. 
4.2.225 Sub Decision: "Where (dealer) to purchase" 
At the aggregate level the x^(6) =38.868, p<0.01 is indicative of significant 
differences between the family members vis-a-vis their life stages and involvement 
in the sub-decision pertaining to the choice of dealer, but it would be worthwhile to 
analyze these differences vis-a-vis involvement of various members 
The mean rank for the members in the middle adulthood stage is the highest 
followed by those in the late adulthood, early adulthood, old age, teenage and pre-
teens. Again, the high influence wielded by the elders is perhaps due to market 
exposure and experience that they possess. 
117 
4.2.3 Involvement of Family Members in different Life Stages in the 
Purchase of Radio 
4.2.31 Stages in the Decision Making Process 
4.2.311 Idea initiation Stage 
At the aggregate level the y^{5) =11.230, p=0.05 is indicative of highly significant 
differences between the family members vis-a-vis their life stages and involvement 
during the idea initiation stage. However, it would be worthwhile to analyze these 
differences vis-^-vis the level of involvement of various members. 
The table 4,2.3 (a) clearly indicates that the mean rank for the members in the old 
age is the highest followed by those in the late adulthood, early adulthood, middle 
adulthood, teenage and pre-teens. The pattern that emerges is indicative of active 
participation of the older age group members in this stage. The product is basically 
of their interest and is a frequent source of entertainment and information. The 
younger generation was not much interested in the product as they are more 
interested in TV and VCD. 
4.2.312 Information Collection Stage 
At the aggregate level the x^(5) =14.986, p<0.05 is indicative of highly significant 
differences between the family members vis-a-vis their life stages and involvement 
during the inforiyiation collection stage, but it would be worthwhile to analyze these 
differences vis-^-vis involvement of various members 
The table 4.2.3 (a) shows that the mean rank for the members in the old age group 
followed by those in the early adulthood, middle adulthood, late adulthood, teenage 
and pre-teens. Again, the high influence wielded by the elders is perhaps due to 
exposure to marketing communications, WOM and experience that they possess. 
18 
4.2.313 Final Decision 
At the aggregate level the i\5) =23.698, p<0.01 is indicative of highly significant 
differences between the family members vis-a-vis their life stages and involvement 
during the final decision making stage. 
The table 4.2.3 (a) shows that the mean rank for the members in the middle 
adulthood is the highest followed by those in the early adulthood, old age, late 
adulthood, teen age and pre-teens. The adult members dominate the decision making 
due to the (act that Ihcy frequently leave the four walls of the household in pursuit of 
work ntui sludics luid thus llic chances of llicni getting exposed lo llic markcliiig 
communications are much higher. 
4.2.32 Sub Decisions involved in the Buying Process 
4.2.321 Sub Decision: "Amount to be spent" 
At the aggregate level the x^(5) =47.124, p<0.01 is indicative of highly significant 
differences between the family members vis-a-vis their life stages and their 
involvement in the sub decision pertaining to amount to be spent. 
It is clear from table 4.2.3 (a) that the mean rank for the members in the old age is 
the highest followed by those in the late adulthood stage, middle adulthood, early 
adulthood, late adulthood, teenage and pre-teens. The general trend that is quite 
apparent is that in issues involving allocation of family's money, it is the elder 
m.embers of the family who matter the most. 
4.2.322 Sub Decision: "When to Purchase?" 
At the aggregate level the x^(5) =6.559, p>0.05 is indicative of absence of 
significant differences the family members vis-a-vis their life stages and 
involvement in the sub decision pertaining to the timing of purchase, implying 
thereby that there is no relationship between the life stage of the respondent and 
involvement in the pertaining to the choice of brand of radio to be purchased. 
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4.2.323 Sub Decision: "Brand to be purchased" 
At the aggregate level the x (5)==I2.386,p<0.05 is indicative of significant 
differences between the family members vis-a-vis their life stages and involvement 
in the sub decision pertaining to the choice of brand to be purchased, but it would be 
worthwhile to analyze these differences vis-i-vis involvement of various members. 
The table 4.2.3 (a) clearly indicates that the mean rank for members in the old age 
group is the highest followed by those in the middle adulthood, late adulthood, early 
adulthood, teenage and pre-teens. Again, the high influence wielded by the elders is 
perhaps due to greater market exposure and experience that they possess. 
4.2.324 Sub Decision: "Model of Radio to be purchased" 
At the aggregate level the x^(5)=12.I I4,p<0.05 is indicative of significant 
differences between the family members vis-^-vis their life stages and involvement 
in the sub decision pertaining to the type of television to be purchased, but it would 
be worthwhile to analyze these differences vis-a-vis involvement of various 
members. 
As seen in the table 4.2.3 (a) the mean rank for the members in middle adulthood 
stage is the highest followed by those in the old age, early adulthood, late adulthood, 
teenage and pre-teens. The active participation of middle aged and old members is 
perhaps indicative of the fact that they are the actual users of the product and it was 
not found to be popular among the younger generation. 
4.2.325 Sub Decision: "Where (dealer) to purchase" 
At the aggregate level the y^(5) =14.21, p<0.05 is indicative of significant 
differences the family members vis-^-vis their life stages and involvement in the sub 
decision pertaining to the choice of dealer, but it would be worthwhile to analyze 
these differences vis-a-vis involvement of various members. 
The mean rank for the members in the middle adulthood is the highest followed by 
those in the late adulthood stage, early adulthood, old age, teenage and pre-teens. 
Although, members in the older age group were found to be actively involved in the 
121 
entire purchase process barring the choice of dealer and this is perhaps due to the 
fact that neither they are very mobile nor do they posses sufficient information about 
the local dealers and their reputation. 
Radio is quite popular amongst the older age groups as the source of 
entertainment and information and hence they show active involvement 
throughout the purchase process while the younger generation shows very little 
involvement in all the stages. 
4.2.4 Involvement of Family Members in Different Life Stages in the 
Purchase of VCD 
4.2.41 Stages in the Decision Making Process 
4.2.411 Idea initiation Stage 
At the aggregate level the x^(6) =32.601, p<0.01 is indicative of highly significant 
differences between the family members vis-a-vis their life stages and involvement 
during the idea initiation stage. However, it would be worthwhile to analyze these 
differences vis-^-vis the level of involvement of various members. 
The table 4.2,4 (a) clearly indicates that the mean rank for the pre-teen members is 
the highest followed by the teenagers, those in early adulthood stage, middle 
adulthood, late adulthood and old age. The pattern is indicative of the fact that the 
members of the younger generation (mainly children) act as the early adopters. They 
are also the ones who play an active role even at the idea initiation stage. The older 
generation is indifferent and not involved in the purchase decision. 
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4.2.412 Information Collection Stage 
At the aggregate level the x^(6) =12.67, p<0.05 is indicative of significant 
differences between the family members vis-a-vis their life stages and involvement 
during the information collection stage, but it would be worthwhile to analyze these 
differences vis-a-vis involvement of various members. 
The table 4.2.4 (a) shows that the mean rank for the members in the middle 
adulthood is highest followed by those in the early adulthood, late adulthood, 
teenage, old age and pre-teen. Again due to greater market exposure, WOM, 
members in the adulthood stage show active involvement in the information 
collection stage. 
4.2.413 Final Decision 
At the aggregate level the -^{5) =13.514, p<0.05 is indicative of significant 
differences between the family members vis-a-vis their life stages and involvement 
during the final decision stage. 
The table 4.2.4 (a) shows that the mean rank for the members in the early adulthood 
is the highest followed by those in middle adulthood stage, late adulthood, old age, 
teenage and pre-teens. The involvement of the elder members is perhaps indicative 
of the fact that even when the product is not directly of their interest, they wield a 
significant influence and are duly consulted. 
4.2.42 Sub Decisions involved in the Buying Process 
4.2.421 Sub Decision: "Amount to be spent" 
At the aggregate level the y^{6) =40.697, p<0.01 is indicative of highly significant 
differences between the family members vis-d-vis their life stages and involvement 
in the sub decision pertaining to amount to be spent. 
It is clear from table 4.2.4 (a) that the mean rank for the members in the late 
adulthood is the highest followed by those in the middle adulthood, early adulthood, 
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old age, teenage and pre-teen. The general trend that is quite apparent is that in 
issues involving allocation of family's money, it is the elder members of the family 
who matter the most. 
4.2.422 Sub Decision: "When to Purchase" 
At the aggregate level the x^(6)=35.221,p<0.01 is indicative of highly significant 
differences between the family members vis-a-vis their life stages and involvement 
in the sub decision pertaining to the timing of purchase, but it would be worthwhile 
to analyze these differences vis-a-vis involvement of various members. 
From table 4.2.4 (a) it is quite clear that the mean rank for teenagers is the highest 
followed by those in the pre-teens, middle adulthood, early adulthood, late 
adulthood and old age. As it is usually the younger generation who initiate the need 
for the product they along with their mother play an active role in deciding the time 
of purchase. 
4.2.423 Sub Decision: "Brand to be purchased" 
At the aggregate level the x^(6) =10.518, p>0.05 is indicative of absence of 
significant differences between the family members vis-^-vis their life stages and 
involvement in the sub decision pertaining to the choice of brand to be purchased, 
implying thereby that there is no relationship between the life stage of the 
respondent and involvement in the pertaining to the choice of brand of VCD to be 
purchased. 
4.2.424 Sub Decision: "Model of VCD to be purchased" 
At the aggregate level the x\6) =8.149, p>0.05 is indicative of absence of 
significant differences the family members vis-a-vis their life stages and 
involvement in the sub decision pertaining to the type of television to be purchased, 
implying thereby that there is no relationship between the life stage of the 
respondent and involvement in the pertaining to the choice of model of VCD to be 
purchased. 
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4.2.425 Sub Decision: "Where (dealer) to purchase" 
At the aggregate level the y^{6) =12.142, p>0.05 is indicative of absence of 
significant differences between the family members vis-a-vis their life stages and 
involvement in the sub decision pertaining to the choice of dealer, implying thereby 
that there is no relationship between the life stage of the respondent and involvement 
in the pertaining to the choice dealer. 
4.2.5 Involvement of Family Members in different Life Stages in the 
Purchase of insurance Scheme 
4.2.51 Stages in the Decision Making Process 
4.2.511 Idea initiation Stage 
At the aggregate level the x^(6) =114.009, p<0.01 is indicative of highly significant 
differences between the family members vis-^-vis their life stages and involvement 
during the idea initiation stage. However, it would be worthwhile to analyze these 
differences vis-a-vis the level of involvement of various members. 
The table 4.2.5 (a) clearly indicates that the mean rank for the members in the 
middle adulthood stage is the highest followed by those in the late adulthood, old 
age, early adulthood, teenage and pre-teen. Insurance by and large is of interest to 
adults and the opinion of elder members of the family consequently matters most. 
Further, involvement needs to be seen in the light of the fact that substantial amount 
of money is involved; hence, a decisive role is played by the family members in the 
adulthood and old age groups in this stage as well as the whole decision process. 
4.2.512 Information Collection Stage 
At the aggregate level the y^{6) =92.557, p<0.01 is indicative of highly significant 
differences between the family members vis-a-vis their life stages and involvement 
during the information collection stage. 
126 
The table 4.2.5 (a) shows that the mean rank for the members in the old age is the 
highest followed by those in the late adulthood, middle adulthood, early adulthood, 
teenage and pre-teens. The active involvement shown by the elder members is 
perhaps due to the fact that they are the ultimate decision-makers and in order to 
reach to a sound decision they try to acquire as much information as possible. 
4.2.513 Final Decision 
At the aggregate level the x^(6) =88.259, p<0.0] is indicative of highly significant 
differences between the family members vis-^-vis their life stages and involvement 
during the final decision stage. 
The table 4.2.5 (a) shows that the mean rank for the members in the late adulthood 
stage is the highest followed by those in middle adulthood stage, old age, early 
adulthood, teenage and pre-teens. As the decision involves significant amount of 
money and elder members are more exposed to marketing communication and 
informal channels like WOM, they play a more dominant role as far as the final 
decision is concerned. 
4.2.52 Sub Decisions involved in the Buying Process 
4.2.521 Sub Decision: "Amount to be spent" 
At the aggregate level the x\6) =113.753, p<0.01 is indicative of highly significant 
differences between the family members vis-a-vis their life stages and involvement 
in the sub decision pertaining to amount to be spent. 
It is clear from table 4.2.5 (a) that the mean rank for the members in the old age is 
the highest followed by those in the middle adulthood, late adulthood, early 
adulthood, teenage and pre-teens. The general trend that is quite apparent is that in 
issues involving allocation of family's money, it is the elder members of the family 
who matter the most. 
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4.2.522 Sub Decision: "When to Purchase" 
At the aggregate level the x^(6)=101.038,p<0.01 is indicative of highly significant 
differences between the family members vis-a-vis their life stages and involvement 
during the sub decision pertaining to the timing of purchase, but it would be 
worthwhile to analyze these differences vis-a-vis involvement of various members. 
It is clear from table 4.2.5 (a) that the mean rank for the members in the old age is 
the highest followed by those in the middle adulthood, late adulthood, early 
adulthood, teenage and pre-teens. This pattern is perhaps indicative of the fact that, 
being the ultimate decision-makers, the elders in the family decide the timing of the 
purchase. 
4.2.523 Sub Decision: "Choice of Insurance Company" 
At the aggregate level the x\6) =81.842, p<0.01 is indicative of highly significant 
differences between the family members vis-a-vis their life stages and involvement 
in the sub decision pertaining to the choice of brand to be purchased. 
It is clear from table 4.2.5 (a) that the mean rank for the members in the late 
adulthood is the highest followed by those in the old age, middle adulthood, early 
adulthood, teenage and pre-teens. The elder members are more exposed to marketing 
communication and informal channels like WOM, and are more aware of the 
different options available, thus, they play a more dominant role in the choice of 
insurance company. 
4.2.524 Sub Decision: "Type of policy to be purchased" 
At the aggregate level the x^(6)=78.555,p<0.01 is indicative of highly significant 
differences between the family members vis-^-vis their life stages and involvement 
in the sub decision pertaining to the type of insurance policy to be purchased, but it 
would be worthwhile to analyze these differences vis-a-vis involvement of various 
members. 
It is clear from table 4.2.5 (a) that the mean rank for the members in the laic 
adulthood is the highest followed by those in the old age, middle adulthood, early 
129 
adulthood, teenage and pre-teens. The pattern is same as in the case of brand 
decision. The high involvement of the adult members is perhaps indicative of the 
fact that they are more exposed to marl<eting communication and informal channels 
like WOM, and are more aware of the different options available. 
4.2.525 Sub Decision: "Where (agent) to purchase" 
At the aggregate level the x^(6) =60.821, p<O.Ol is indicative of significant 
differences between the family members vis-a-vis their life stages and involvement 
in'the sub decision pertaining to the choice of agent. 
As seen in the table 4.2.5 (a) that the mean rank for the members in the late 
adulthood is the highest followed by those in the old age, middle adulthood, early 
adulthood, teenage and pre-teens. The pattern is same as in the case of brand and 
type decision. 
In all the decisions and sub decisions, a uniform pattern of involvement is 
depicted where the older generation shows much higher involvement than the 
younger generation (who showed ignorance and indifference towards insurance 
schemes). 
4.2.6 Involvement of Family Members in Different Life Stages in the 
Purchase of Edible Oil 
4.2.61 Stages in the Decision Making Process 
4.2.611 Idea initiation Stage 
At the aggregate level the x^(6) =38.083, p<0.01 is indicative of highly significant 
differences between the family members vis-i-vis their life stages and involvement 
during the idea initiation stage. However, it would be worthwhile to analyze these 
differences vis-a-vis the level of involvement of various members. 
The table 4.2.6 (a) clearly indicates that the mean rank for the members in middle 
adulthood is the highest followed by those in the late adulthood, early adulthood, old 
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age, pre-teen and teenage. Household chores and especially cooking being 
considered in the domain of the adults of the family, they show active involvement 
in the buying process as against the younger members who show complete lack of 
interest in it and this trend is seen in all the stages and sub-decisions. 
4.2.612 Information Collection Stage 
At the aggregate level the y^{6) =37.217, p<0.01 is indicative of highly significant 
differences between the family members vis-a-vis their life stages and involvement 
during the information collection stage. 
The table 4.2.6 (a) shows that the mean rank for members in middle adulthood is 
highest followed by those in the old age, late adulthood, early adulthood, teenage 
and pre-teens. As the adults are more exposed to marketing communications and 
informal channels like WOM, consequently they show involvement in this stage. 
4.2.613 Final Decision 
At the aggregate level the x^(6) =43.572, p<0.01 is indicative of highly significant 
differences between the family members vis-^-vis their life stages and involvement 
during the final decision stage. 
The table 4.2.6 (a) shows that the mean rank for members in middle adulthood is 
highest followed by those in the late adulthood, old age, early adulthood, teenage 
and pre-teens. The high involvement of adults is perhaps due to the fact that they are 
the actual users of the product as well as more aware of the different options that 
may be available, 
4.2.621 Sub Decision: "Amount to he spent" 
At the aggregate level the x^(6)=79.997,p<0.01 is indicative of significant 
differences between the family members vis-a-vis their life stages and involvement 
in the sub decision pertaining to the timing of purchase, but it would be worthwhile 
to analyze these differences vis-a-vis involvement of various members. 
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It is clear from table 4.2.6 (a) that the mean rank for members in the old age is 
highest followed by those in the middle adulthood, late adulthood, early adulthood, 
teenage and pre-teens. The general trend that is quite apparent is that in issues 
involving allocation of family's money, even when the product is not a big-ticket 
item, it is the elder members of the family who matter the most. 
4.2.622 Sub Decision: "When to Purchase" 
At the aggregate level the x^(6)=16.645,p<0.01 is indicative of significant 
differences between the family members vis-a-vis their life stages and involvement 
in the sub decision pertaining to the timing of purchase, but it would be worthwhile 
to analyze these differences vis-a-vis involvement of various members. 
The table 4.2.6 (a) clearly indicates that the mean rank for members in middle 
adulthood is highest followed by those in the old age, early adulthood, late 
adulthood, pre-teens and teenage. As the elders usually maintain the stock of the 
household items and are aware of the usage pattern, hence, they decide the timing of 
the purchase as per the requirement. 
4.2.623 Sub Decision: "Brand to be purchased" 
At the aggregate level the x^(6) =43.425, p<0.01 is indicative of highly significant 
differences between the family members vis-a-vis their life stages and involvement 
in the sub decision pertaining to the choice of brand to be purchased. 
The table 4.2.6 (a) shows that the mean rank for members in the old age is highest 
followed by those in the middle adulthood, late adulthood, early adulthood, teenage 
and pre-teens. As the adults are more exposed to marketing communications, WOM 
and have an understanding of the brand attributes, they show involvement in this 
stage. 
4.2.624 Sub Decision: "Type of oil to he purchased" 
At the aggregate level the x^(6)=44.111, p<O.Ol is indicative of highly significant 
differences between the family members vis-^-vis their life stages and involvement 
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in the sub decision pertaining to the type of oil to be purchased, but it would be 
worthwhile to analyze these differences vis-a-vis involvement of various members. 
It is clear from table 4.2.6 (a) that the mean rank for members in the old age is 
highest followed by those in the early adulthood, middle adulthood, late adulthood, 
teenage and pre-teens. As the adults are perhaps the actual users of the product and 
are aware of the choices available, they are in the best position to make the decision 
regarding the type to be purchased. 
4.2.625 Sub Decision: "Quantity to be purchased" 
At the aggregate level the x^(6)=43.534,p<0.01 is indicative of highly significant 
differences between the family members vis-^-vis their life stages and their 
involvement in the sub decision pertaining to the amount to be purchased, but it 
would be worthwhile to analyze these differences vis-a-vis involvement of various 
members 
It is clear from table 4.2.6 (a) that the mean rank for members in middle adulthood is 
highest followed by those in the old age, early adulthood, late adulthood, pre-teens 
and teenage. As the adults are perhaps the actual users of the product and are aware 
of the usage pattern, hence, they decide the quantity to be purchased. 
4.2.626 Sub Decision: "Where (dealer) to purchase" 
At the aggregate level the x^(6) =22.184, p<0.01 is indicative of highly significant 
differences between the family members vis-a-vis their life stages and involvement 
in the sub decision pertaining to the choice of dealer. 
The table 4.2.6 (a) shows that the mean rank for members in the middle adulthood is 
highest followed by those in the old age, early adulthood, late adulthood, teenage 
and pre-teens. As it is usually the adult members who do the shopping, they are 
actively involved in the dealer decision. 
In all the decisions and sub decisions, a uniform pattern of involvement emerges 
where the adult family members show much higher involvement than the younger 
generation. 
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4.2.7 Involvement of Family Members in different Life Stages in the 
Purchase of Tooth Paste 
4.2.71 Stages in the Decision Making Process 
4.2.711 Idea initiation Stage 
At the aggregate level the % (^6) =66,696, p<0.01 is indicative of highly significant 
differences between the family members vis-a-vis their life stages and involvement 
during the idea initiation stage. However, it would be worthwhile to analyze these 
differences vis-^-vis the level of involvement of various members. 
The table 4.2.7 (a) clearly indicates that the mean rank for the teenagers is the 
highest followed by the members in the pre-teens, early adulthood, middle 
adulthood, late adulthood and old age. The younger members are actively involved 
in this stage and this perhaps is indicative of their growing involvement in the 
purchase of FMCGs. 
4.2.712 Information Collection Stage 
At the aggregate level the x^(6) =32,864, p<0.01 is indicative of highly significant 
differences between the family members vis-^-vis their life stages and involvement 
during the information collection stage. 
The table 4.2.7 (a) clearly indicates that the mean rank for the teenagers is the 
highest followed by the members in the pre-teens, early adulthood, middle 
adulthood, late adulthood and old age. The pattern is same as in the case of idea 
initiation indicating the active involvement of younger members as compared to the 
older ones. 
4.2.713 Final Decision 
At the aggregate level the x^(6) =35,852, p<0,01 is indicative of highly significant 
differences the family members vis-a-vis their life stages and involvement during the 
final decision stage. 
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The table 4.2.7 (a) clearly indicates that the mean rank for the teenagers is the 
highest followed by the members in the pre-teens, early adulthood, middle 
adulthood, late adulthood and old age. Again the same pattern of involvement is 
indicated perhaps the product is not a big-ticket item and is considered to be in the 
domain of children. 
4.2.72 Sub Decisions Involved in the Buying Process 
4.2.721 Sub Decision: "Amount to be spent" 
At the aggregate level the x^(6) =94.237, p<0.01 is indicative of highly significant 
differences between the family members vis-a-vis their life stages and involvement 
in the sub decision pertaining to amount to be spent. 
It is clear from table 4,2.7 (a) that the mean rank for the members in the middle 
adulthood is highest followed by those in the late adulthood, early adulthood, old 
age, teenage and pre-teens. Perhaps it is indicative of the fact that even in case of 
such an item, the adult members of the family are unwilling to scale down their 
involvement during this stage which involves financial allocation. Another aspect 
that needs consideration is that an item like toothpaste is purchased not in isolation 
but as one of the basket of items at the beginning of the month. And such purchases 
are iisunlly made by the elder members of the family. 
4.2.722 Sub Decision: "When to Purchase?" 
At the uggrcgnte level the x u))=31 ..'52, p<O.OI is indicative of highly significdnl 
differences between the family members vis-^-vis their life stages and involvement 
in the sub decision pertaining to the timing of purchase, but it would be worthwhile 
to analyze these differences vis-^-vis involvement of various members. 
The table 4.2.7 (a) clearly indicates that the mean rank for the teenagers is the 
highest followed by the members in the pre-teens, early adulthood, middle 
adulthood, late adulthood and old age. As it is the younger members who initiate the 
need for the product, thus, they also decide the timing of purchase. 
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4.2.723 Sub Decision: "Brand to be purchased" 
At the aggregate level the y}{6) =58.446, p<0.01 is indicative of liighly signiUcant 
differences between the family members vis-ci-vis their life stages and involvement 
in the sub decision pertaining to the choice of brand to be purchased. 
The table 4.2.7 (a) shows that the mean rank for the members in the pre-teens is the 
highest followed by those in the teenage, early adulthood, middle adulthood, late 
adulthood and old age. There is a perhaps an indication that the brand awareness is 
quite prevalent among the younger generation as they are exposed to the 
promotional campaigns and WOM and thus, have better brand recall. 
4.2.724 Sub Decision: "Pack size to be purchased" 
At the aggregate level the "£{&) ^^ll.lilX, p<0.01 is indicative of highly significant 
differences between the family members vis-a-vis their life stages and involvement 
in the sub decision pertaining to the pack size to be purchased. 
The table 4.2.7 (a) shows that the mean rank for the members in the pre-teens is the 
highest followed by those in the teenage, early adulthood, middle adulthood, late 
adulthood and old age. The pattern is same as in the case of brand decision. 
4.2.725 Sub Decision: "Where (dealer) to purchase" 
At the aggregate level the x (6) =16.317, p<0.05 is indicative of signil'icant 
differences between the family members vis-i\-vis their life stages and involvement 
in the sub decision pertaining to the choice of dealer. 
As seen in the table 4.2.7 (a) the mean rank for teenagers is highest followed by 
those in the middle adulthood, early adulthood, pre-teens, old age and late 
adulthood. Involvement shown by the adults is perhaps reflective of the fact that 
they are the ones who go to the marketplace. 
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4.2.8 Involvement of Family Members in Different Life Stages in the 
Purchase of Washing Powder 
4.2.81 Stages in the Decision Making Process 
4.2.811 Idea initiation Stage 
At the aggregate level the x'^ {6) =55.606, p<0.01 is indicative of highly significant 
differences between the family members vis-ii-vis their life stages and involvement 
during the idea initiation stage. However, it would be worthwhile to analyze these 
differences vis-a-vis the level of involvement of various members. 
The table 4.2.8 (a) clearly indicates that the mean rank for the members in the 
middle adulthood is the highest followed by those in the early adulthood, late 
adulthood, pre-teen, teenage and old age. As adults are more involved in the 
household chores like washing, hence their involvement in the entire process is quite 
high as compared to the younger members or even the older members of the family. 
4.2.812 Information Collection Stage 
At the aggregate level the x^{6) =22.086, p<0.01 is indicative of highly significant 
differences between the family members vis-a-vis their life stages and involvement 
during the information collection stage. 
The table 4.2.8 (a) shows that the mean rank for the members in the middle 
adulthood, early adulthood, late adulthood, teenage, old age and pre-teen. Due to 
greater mobility, the adults are more exposed to marketing communications and 
informal channels like WOM, consequently they show greater involvement in this 
stage. 
4.2.813 Final Decision 
At the aggregate level the i\6) =33.515, p<0.01 is indicative of highly significant 
differences between the family members vis-a-vis their life stages and heir 
involvement during the final decision making stage. 
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The table 4.2.8 (a) shows that the mean rank for the members in the middle 
adulthood, early adulthood, late adulthood, teenage, old age and pre-teen. The 
pattern is same as in the case of information collection. The high involvement of 
adults is perhaps due to the fact that they are the actual users of the product as well 
as more aware of the different options available. 
4.2.82 Sub Decisions involved in the Buying Process 
4.2.821 Sub Decision: "Amount to he spent" 
At the aggregate level the y^{6) =138.814, p<0.01 is indicative of highly significant 
differences between the family members vis-^-vis their life stages and involvement 
in the sub decision pertaining to amount to be spent. 
It is clear from table 4.2.8 (a) that the mean rank for the members in the middle 
adulthood is highest followed by those in the late adulthood, early adulthood, old 
age, teenage and pre-teens. As suggested earlier also, it is the earning members 
(falling in the adulthood stage) who decide the amount to be spent. 
4.2.822 Sub Decision: "When to Purchase?" 
At the aggregate level the x^(6) =28.239, p<0.01 is indicative of significant 
differences between the family members vis-a-vis their life stages and involvement 
in the sub decision pertaining to the timing of purchase. 
The table 4.2.8 (a) clearly indicates that the mean rank for the members in the 
middle adulthood is the highest followed by those in the early adulthood, late 
adulthood, teenage, pre-teens and old age. As the elders usually maintain the stock 
of the household items and are aware of the usage pattern, hence, they decide the 
timing of the purchase as per the requirement. 
4.2.823 Sub Decision: "Brand to be purchased" 
At the aggregate level the y^{6) =38.122, p<0.01 is indicative of highly significant 
differences between the family members vis-a-vis their life stages and in the sub 
decision pertaining to the choice of brand to be purchased. 
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The table 4.2.8 (a) shows that the mean rank for members in the middle adulthood is 
highest followed by those in the early adulthood, late adulthood, pre-teens, teenage 
and old age. As the adults are more exposed to marketing communications, WOM 
and have an understanding of the brand attributes they show greater involvement in 
this stage. 
4.2.824 Sub Decision: "Type of detergent to l)e purchased" 
At the aggregate level the x^(6)=36.261,p<0.01 is indicative of highly significant 
differences between the family members vis-a-vis their life stages and involvement 
in the sub decision pertaining to the type of detergent to be purchased, but it would 
be worthwhile to analyze these differences vis-a-vis involvement of various 
members 
The table 4.2.8 (a) shows that the mean rank for members in the middle adulthood is 
highest followed by those in the early adulthood, late adulthood, pre-teens, teenage 
and old age. The pattern is same as in the case of brand decision. 
4.2.825 Sub Decision: "Pacli size to be purchased" 
At the aggregate level the x\6) =45.185, p<0.01 is indicative of highly significant 
differences between the family members vis-a-vis their life stages and involvement 
in the sub decision pertaining to the amount to be purchased, but it would be 
worthwhile to analyze these differences vis-a-vis involvement of various members. 
The table 4.2.8 (a) shows that the mean rank for members in the middle adulthood is 
highest followed by those in the early adulthood, late adulthood, prc-tccns, teenage 
and old age. The pattern is same as in the case of brand decision (table 4.2.8 b).Thc 
elder members are the actual users «f liie product and aware of its usage pattern, 
thus, they decide the pack size to be purchased. 
4.2.826 Sub Decision: "Where (dealer) to purchase" 
At the aggregate level the x\6) =7.106, p>0.01 is indicative of absence of 
significant differences between the family members vis-^-vis their life stages and 
involvement in the sub decision pertaining to the choice of dealer, implying thereby 
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that there is no relationship between the hfe stage of the respondent belongs to and 
his involvement in the sub decision pertaining to the choice of dealer.[Table 
4.3.l(a)1 
In all the decisions and sub decisions, a uniform pattern of involvement emerges 
where the members in the adulthood stage being more actively involved in the 
household chores show much higher involvement than both the younger as well as 
older members of family. 
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4.3.1 Involvement on the Basis of Type of Family in the Purchase of 
Two Wheeler 
4.3.11 Stages in the Decision Making Process 
4.3.111 Idea initiation Stage 
At the aggregate level the value of U= 22680.5, p>0.05 is indicative of absence 
significant differences between the type of family and member's involvement during 
the idea initiation stage, implying thereby that there is no relationship between the 
type of family the respondent belongs to and involvement during the idea initiation 
stage [Table 4.3.1(a)]. 
4.3.112 Information Collection Stage 
At the aggregate level the value of U=22392, p>0.05 is indicative of absence of 
significant differences between the type of family and member's involvement during 
the information collection stage, implying thereby that there is no relationship 
between the type of family the respondent belongs to and involvement during the 
information collection stage [Table 4.3.1(a)]. 
4.3.113 .Final Decision 
At the aggregate level the value of U=22763, p>0.05 is indicative of absence of 
significant differences between the type of family and member's involvement during 
the final decision .stage, implying thereby that there is no relationship between the 
type of family the respondent belongs to and involvement during the final decision 
stage [Table 4.3.1(a)]. 
4.3.12 Sub Decisions involved in the Buying Process 
4.3.121 Sub Decision: "Amount to be spent" 
At the aggregate level the value of U=22355.5, p>0.05 is indicative of absence of 
significant differences between the type of family and member's involvement in the 
sub decision pertaining to amount to be spent, implying thereby that there is no 
relationship between the type of family the respondent belongs to and involvement 
in the sub decision pertaining to the amount to be spent [Table 4.3.1(a)]. 
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4.3.122 Sub Decision: "When to Purchase" 
At the aggregate level the value of U=22675.5, p>0.05 is indicative of absence of 
significant differences between the type of family and member's involvement in the 
sub decision pertaining to the timing of purchase, implying thereby that there is no 
relationship between the type of family the respondent belongs to and involvement 
in the sub decision pertaining to the timing of purchase [Table 4.3.1(a)]. 
4.3.123 Sub Decision: "Brand to be purchased''' 
At the aggregate level the value of U=22403.5, p>0.05 is indicative of absence of 
significant differences between the type of family and member's involvement in the 
sub decision pertaining to the choice of brand to be purchased, implying thereby that 
there is no relationship between the type of family the respondent belongs to and 
involvement in the sub decision pertaining to the choice of brand [Table 4.3.1(a)]. 
4.3.124 Sub Decision: "Type of Two Wheeler to be purchased" 
At the aggregate level the value of U=21712.5, p>0.05 is indicative of absence of 
significant differences between the type of family and member's involvement in the 
sub decision pertaining to the type of two wheeler to be purchased, implying thereby 
that there is no relationship between the type of family the respondent belongs to 
and involvement in the sub decision pertaining to the type of two wheeler [Table 
4.3.1(a)]. 
4.3.125 Sub Decision: "Colour of Two Wheeler to be purchased" 
At the aggregate level the value of U=22089, p>0.05 is indicative of absence of 
significant differences between the type of family and member's involvement in the 
sub decision pertaining to the colour of the two-wheeler to be purchased, implying 
thereby that there is no relationship between the type of family the respondent 
belongs to and involvement in the sub decision pertaining to the colour of two 
wheeler [Table 4.3.1(a)]. 
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4.3.126 Sub Decision: "Where (dealer) to purchase" 
At the aggregate level the value of U=22202, p>0.05 is indicative of absence of 
significant differences between the type of family and member's involvement in the 
sub decision pertaining to the choice of dealer, implying thereby that there is no 
relationship between the type of family the respondent belongs to and involvement 
in the pertaining to the choice of dealer [Table 4.3.1(a)]. 
The differences between the two types of families for all the decision stages as well 
as sub decisions were not found to be statistically significant. 
4.3.2 Involvement on the Basis of Type of Family in the Purchase of 
Television 
4.3.21 Stages in the Decision Making Process 
4.3.211 Idea initiation Stage 
At the aggregate level the value of 11=20514.5, p<0.05 is indicative of significant 
differences between the type of family and member's involvement during the idea 
initiation stage. 
The table 4.3.2(a) clearly indicates that the mean rank, for the members of nuclear 
family is higher than those from joint family. It has already been seen in the analysis 
of involvement vis-a-vis position in family and life stages that children show higher 
involvement in this stage as compared to the elders in the family. Since the 
proportion of children is higher in the nuclear families (see appendix IV), hence, the 
level of involvement of the members of nuclear family in aggregate terms is higher. 
Moreover, this trend is perhaps also indicative of a more democratic set-up in the 
nUclear families. 
4.3.212 Information Collection Stage 
At the aggregate level the value of U=21009.5, p>0.05 is indicative of absence of 
significant differences between the type of family and member's involvement during 
the information collection stage, implying thereby that there is no relationship 
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between the type of family the respondent belongs to and his involvement during the 
information collection stage [Table 4.3.2(a)]. 
4.3.213 Final Decision 
At the aggregate level the value of U=22259.9, p>0.05 is indicative of absence of 
significant differences between the type of family and member's involvement during 
the final decision stage, implying thereby that there is no relationship between the 
type of family the respondent belongs to and his involvement during the final 
decision stage[Table 4.3.2(a)]. 
4.3.22 Sub Decisions involved in tlie Buying Process 
4.3.221 Sub Decision: "Amount to be spent" 
At the aggregate level the value of U=22370.5, p>0.05 is indicative of absence of 
significant differences between the type of family and member's involvement in the 
sub decision pertaining to amount to be spent, implying thereby that there is no 
relationship between the type of family the respondent belongs to and involvement 
in the sub decision pertaining to the amount to be spent [Table 4.3.2(a)]. 
4.3.222 Sub Decision: "When to Purchase" 
At the aggregate level the value of U=18741, p<0.01 is indicative of highly 
significant differences between the type of family and involvement in the sub 
decision pertaining to the timing of purchase. 
From table 4.3.2(a) it is quite clear that the mean rank for members of nuclear family 
is higher than those of joint family. It has already been seen in the analysis of 
involvement vis-a-vis position in family and life stages that children show higher 
involvement in this stage as compared to the elders in the family. Since the 
proportion of children is higher in the nuclear families (see appendix IV), hence, the 
level of involvement of the members of nuclear family in aggregate terms is higher. 
Moreover, this trend is perhaps also indicative of emergence of egalitarian set-up in 
the nuclear families. 
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4.3.223 Sub Decision: "Brand to be purchased" 
At the aggregate level the value of U=20863.5, p<0.05 is indicative of significant 
differences between the type of and member's involvement in the sub decision 
pertaining to the choice of brand to be purchased. 
From table 4.3.2(a) it is quite clear that the mean rank for members of nuclear family 
is higher than those of joint family. It was seen in the analysis of involvement vis-a-
vis life stages that members in early and middle adulthood dominated the scene as 
far as the brand decision is concerned, the proportion of members belonging to the 
above mentioned stages is higher in the nuclear family (see appendix IV), and hence, 
the score of nuclear family is higher. 
4.3.224 Sub Decision: "Type of Television to be purchased" 
At the aggregate level the value of U=19576, p<0.01 is indicative of significant 
differences between the type of and member's involvement in the sub decision 
pertaining to the type of television to be purchased. 
From table 4.3.2(a) it is quite clear that the mean rank for members of nuclear family 
is higher than those of joint family. Again the younger members (whose proportion 
is higher in nuclear family) play an active role in deciding the typo of television. 11 is 
perhaps also indicative of the elder members yielding some of the influence that they 
earlier exercised in favour of younger members. 
4.3.225 Sub Decision: "Where (dealer) to purchase" 
At the aggregate level the value of U=23086, p>0.05 is indicative of absence of 
significant differences between the type of family and member's involvement in the 
sub decision pertaining to the choice of dealer, implying thereby that there is no 
relationship between the type of family the respondent belongs to and involvement 
in the pertaining to the choice of dealer [Table 4.3.1(a)]. 
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4.3.3 Involvement on the Basis of Type of Family in the Purchase of 
Radio 
4.3.31 Stages in the Decision Making Process 
4.3.311 Idea initiation Stage 
At the aggregate level the value of U=8401.5, p>0.05 is indicative of absence of 
significant differences between the type of family and member's involvement during 
the idea initiation stage, implying thereby that there is no relationship between the 
type of family the respondent belongs to and involvement during the idea initiation 
stage[Table 4.3.3 (a)]. 
4.3.312 Information Collection Stage 
At the aggregate level the value of U=8322.5, p>0.05 is indicative of absence of 
significant differences between the type of family and member's involvement during 
the information collection stage, implying thereby that there is no relationship 
between the type of family the respondent belongs to and his involvement during the 
information collection stage [Table 4.3.3(a)]. 
4.3.313 Final Decision 
At the aggregate level the value of U=8163.5, p>0.05 is indicative of absence of 
significant differences between the type of family and member's involvement during 
the final decision stage, implying thereby that there is no relationship between the 
type of family the respondent belongs to and involvement during the final decision 
stage [Table 4.3.3(a)]. 
4.3.32 Sub Decisions involved in the Buying Process 
4.3.321 Sub Decision: "Amount to be spent" 
At the aggregate level the value of U=8439, p>0.05 is indicative of absence of 
significant differences between the type of family and member's involvement in the 
sub decision pertaining to amount to be spent, implying thereby that there is no 
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relationship between the type of family the respondent belongs to and involvement 
in the sub decision pertaining to the amount to be spent [Table 4.3.3(a)]. 
4.3.322 Sub Decision: ''When to Purchase?" 
At the aggregate level the value of U=7970.5, p>0.05 is indicative of absence of 
significant difference between the type of family and member's involvement in the 
sub decision pertaining to the timing of purchase, implying thereby that there is no 
relationship between the type of family the respondent belongs to and involvement 
in the sub decision pertaining to the timing of purchase [Table 4.3.3(a)]. 
4.3.323 Sub Decision: "Brand to /)e purchased" 
At the aggregate level the value of U=8352, p>0.05 is indicative of absence of 
significant difference between the type of family and member's involvement in the 
sub decision pertaining to the choice of brand to be purchased, implying thereby that 
there is no relationship between the type of family the respondent belongs to and 
involvement in the sub decision pertaining to the choice of brand [Table 4.3.3(a)]. 
4.3.324 Sub Decision: "Model of Radio to be purcltased" 
At the aggregate level the value of U=8410, p>0.05 is indicative of absence of 
significant difference between the type of family and member's involvement in the 
sub decision pertaining to the type of television to be purchased, implying thereby 
that there is no relationship between the type of family the respondent belongs to 
and involvement in the sub decision pertaining to the choice of model [Table 
4.3.3(a)]. 
4.3.325 Sub Decision: "Where (dealer) to purchase" 
At the aggregate level the value of U=8421, p>0.05 is indicative of absence of 
significant difference between the type of family and member's involvement in the 
sub decision pertaining to the choice of dealer, implying thereby that there is no 
relationship between the type of family the respondent belongs to and involvement 
in the sub decision pertaining to the choice of dealer [Table 4.3.3(a)]. 
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The differences between the two types of families for all the decision stages as well 
as sub decisions were not found to be statistically significant. 
4.3.4 Involvement on the Basis of Type of Family in the Purchase of 
VCD 
4.3.41 Stages in the Decision Making Process 
4.3.411 Idea initiation Stage 
At the aggregate level the value of U=2883, p>0.05 is indicative of absence of 
significant difference between the type of family and member's involvement during 
the idea initiation stage, implying thereby that there is no relationship between the 
type of family the respondent belongs to and involvement during the idea initiation 
stage [Table 4.3.4 (a)]. 
4.3.412 Information Collection Stage 
At the aggregate level the value of U=2792.5, p<0.05 is indicative of significant 
difference between the type of and member's involvement during the information 
collection stage. 
The table 4.3.4(a) clearly indicates that the mean rank for the members of nuclear 
family is higher than those of joint family. It was seen in the analysis of involvement 
vis-a-vis life stages that members in early and middle adulthood dominated the 
scene as far as the brand decision is concerned; the proportion of members 
belonging to the above mentioned stages is greater in the nuclear family (see 
appendix IV), hence, the nuclear family scores higher. 
4.3.413 Final Decision 
At the aggregate level the value of U=2622, p<0.01 is indicative of highly 
significant difference between the type of and member's involvement during the 
llnul decision stage. 
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The table 4.3.4(a) clearly indicates that the mean rank for the members of nuclear 
family is higher than those of joint family. It was seen in the analysis of involvement 
vis-a-vis life stages that members in early and middle adulthood dominated the 
scene as far as the brand decision is concerned, the proportion of members 
belonging to the above mentioned stages is greater in the nuclear family, hence, the 
nuclear family members score higher. This trend is perhaps also indicative of a more 
participative decision making process in the nuclear families. 
4.3.42 Sub Decisions involved in the Buying Process 
4.3.421 Sub Decision: "Amount to be spent" 
At the aggregate level the value of U=3154, p>0.05 is indicative of absence of 
significant difference between the type of family and member's involvement in the 
sub decision pertaining to amount to be spent, implying thereby that there is no 
relationship between the type of family the respondent belongs to and involvement 
in the sub decision pertaining to the amount to be spent [Table 4.3.4(a)]. 
4.2.422 Sub Decision: "When to Purchase" 
At the aggregate level the value of U=2776.5, p<0.05 is indicative of significant 
difference between the type of family and member's involvement in the sub decision 
pertaining to the timing of purchase. The table 4.3.4 (a) clearly indicates that the 
mean rank for members of nuclear family is higher than those belonging to joint 
family. It has already been seen in the analysis of involvement vis-^-vis position in 
family and life stages that children show higher involvement in this stage as 
compared to the elders in the family. Since, the proportion of children is higher in 
the nuclear family (see appendix IV) hence the overall score of nuclear family is 
higher. 
4.3.423 Sub Decision: "Brand to be purchased" 
At the aggregate level the value of U=3082, p>0.05 is indicative of absence of 
significant difference between the type of family and member's involvement in the 
sub decision pertarining to the choice of brand to be purchased, implying thereby that 
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there is no relationship between the type of family the respondent belongs to and 
involvement in the sub decision pertaining to the choice of brand [Table 4.3,4(a)|. 
4.3.424 Sub Decision: "Model of VCD to be purchased" 
At the aggregate level the value of U=2987.5, p>0.05 is indicative of absence of 
significant difference between the type of family and member's involvement in the 
sub decision pertaining to the type of VCD to be purchased, implying thereby that 
there is no relationship between the type of family the respondent belongs to and 
involvement in the sub decision pertaining to the choice of model [Table 4.3.4(a)]. 
4.2.425 Sub Decision: "Where (dealer) to purchase" 
At the aggregate level the value of U=3064, p>0.05 is indicative of absence of 
significant difference between the type of family and member's involvement in the 
sub decision pertaining to the choice of dealer, implying thereby that there is no 
relationship between the type of family the respondent belongs to and involvement 
in the sub decision pertaining to the choice of dealer [Table 4.3.4(a)]. 
4.3,5 Involvement on the Basis of Type of Family in the Purchase of 
Insurance Scheme 
4.3.51 Stages in the Decision Making Process 
4.3.511 Idea initiation Stage 
At the aggregate level the value of U=13218.5, p>0.05 is indicative of absence of 
significant difference between the type of family and member's involvement during 
the idea initiation stage, implying thereby that there is no relationship between the 
type of family the respondent belongs to and involvement during the idea initiation 
stage[Table 4.3.5 (a)]. 
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4.3.512 Information Collection Stage 
At the aggregate level the value of U=13343, p>0.05 is indicative of absence of 
significant difference between the type of family and member's involvement during 
the information collection stage, implying thereby that there is no relationship 
between the type of family the respondent belongs to and involvement during the 
information collection stage [Table 4.3.5 (a)]. 
4.3.513 Final Decision 
At the aggregate level value of U=13273, p>0.05 is indicative of absence of 
significant difference between the type of family and member's involvement during 
the final decision stage, implying thereby that there is no relationship between the 
type of family the respondent belongs to and involvement during the final decision 
stage [Table 4.3.5 (a)]. 
4.3.52 Sub Decisions involved in the Buying Process 
4.3.521 Sub Decision: "Amount to be spent" 
At the aggregate level value of U=13575, p>0.05 is indicative of absence of 
significant difference between the type of family and member's involvement in the 
sub decision pertaining to amount to be spent, implying thereby that there is no 
relationship between the type of family the respondent belongs to and involvement 
in the sub decision pertaining to the amount to be spent [Table 4.3.5(a)]. 
4.3.522 Sub Decision: "When to Purchase" 
At the aggregate level the value of U=13799, p>0.05 is indicative of absence of 
significant difference between the type of family and member's involvement in the 
sub decision pertaining to the timing of purchase, implying thereby that there is no 
relationship between the type of family the respondent belongs to and involvement 
in the sub decision pertaining to the timing of purchase [Table 4.3.5(a)]. 
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5.2.3 Sub Decision: "Brand to be purchased" 
At the aggregate level the value of U= 13369, p>0.05 is indicative of absence of 
significant difference between the type of family and member's involvement in the 
sub decision pertaining to the choice of brand to be purchased, implying thereby that 
there is no relationship between the type of family the respondent belongs to and 
involvement in the sub decision pertaining to the choice of brand [Table 4.3.5(a)l. 
4.3.524 Sub Decision: "Type of policy to be purchased" 
At the aggregate level the value of U=13254, p>0.05 is indicative of absence of 
significant difference between the type of family and member's involvement in the 
sub decision pertaining to the type of insurance policy to be purchased, implying 
thereby that there is no relationship between the type of family the respondent 
belongs to and involvement in the sub decision pertaining to the type of policy to be 
purchase [Table 4.3.5(a)]. 
4.3.525 Sub Decision: "Where (dealer) to purchase" 
At the aggregate level the value of U=13401.5, p>0.05 is indicative of absence of 
significant difference between the type of family and member's involvement in the 
sub decision pertaining to the choice of dealer, implying thereby that there is no 
relationship between the type of family the respondent belongs to and involvement 
in the sub decision pertaining to the choice of dealer [Table 4.3.5(a)]. 
The differences between the two types of families for all the decision stages as well 
as sub decisions were not found to be statistically significant 
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4.3.6 Involvement on the Basis of Type of Family in the Purchase of 
Edible Oil 
4.3.61 Stages in the Decision Making Process 
4.3.611 Idea initiation Stage 
At the aggregate level the value of U=23254, p<0.05 is indicative of significant 
difference between the type of family and member's involvement during the idea 
initiation stage. 
The table 4.3.6(a) indicates that the mean rank for members of joint family is higher 
than those of the nuclear family. Same trend of involvement is seen throughout the 
purchase process. As already seen in table 4.2.6 (a) household chores and especially 
cooking being considered in the domain of the (female) adults of the family, they 
show active involvement in the buying process as against the younger members who 
show complete lack of interest in it and this trend is seen in all the stages and sub-
decisions. As joint families have a greater proportion of adults (see appendix IV) 
thus they score higher. 
4.^ .612 Information Collection Stage 
At the aggregate level the value of U=22892.5, p<0.05 is indicative of significant 
difference between the type of family and member's involvement during the 
information collection stage. 
The table 4.3.6(a) indicates that the mean rank for members of joint family is higher 
than those of the nuclear family. As already seen in table 4.2.6 (a) the elders in the 
family are more exposed to the marketing communications and WOM, hence, play a 
more active role in the information collection. As joint families have a greater 
proportion of adults (see appendix IV) thus it scores higher. 
4.3M3 Final Decision 
At the aggregate level the value of U=22834.5, p<0.05 is indicative of significant 
difference between the type of family and member's involvement during the final 
decision stage. 
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The table 4.3.6(a) indicates that the mean rank for members of joint family is higher 
than those of the nuclear family. Household chores, especially cooking being 
considered the domain of the elders in the family. Moreover, they are more exposed 
to the marketing communications and WOM, hence, play a more active role in the 
information collection as already seen in table 4.2.6 (a) and as joint families have a 
greater proportion of adults (see appendix IV), thus, it scores higher. 
4.3.62 Sub Decisions involved in the Buying Process 
4.3.621 Sub Decision: "Amount to be spent" 
At the aggregate level the value of U=22362, p<0.05 is indicative of significant 
difference betv '^een the type of family and member's involvement in the sub decision 
pertaining to amount to be spent. 
The table 4.3.6(a) indicates that the mean rank for members of joint family is higher 
than those of the nuclear family. The general trend is that in issues involving 
allocation of family's money, it is the elder members of the family who matter the 
most (see table 4.2.6 b) and as joint families have a greater proportion of adults (see 
appendix IV), they score higher. 
4.3.622 Sub Decision: "When to Purchase" 
At the aggregate level the value of U=23962, p<0.05 is indicative of absence of 
significant difference between the type of family and member's involvement in the 
sub decision pertaining to the timing of purchase, implying thereby that there is no 
relationship between the type of family the respondent belongs to and involvcmciil 
in the sub decision pertaining to the timing of purchase [Table 4.3.6(a)]. 
.4,3.623 Sub Decision: "Brand to bepurcliased" 
At the aggregate level the value of U=22435.5, p<0.05 is indicative of significant 
difference between the type of family and member's involvement in the sub decision 
pertaining to the choice of brand to be purchased. 
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The table 4,3,6(a) indicates that the mean rank for members of joint Family is higher 
than those of the nuclear family. The elders in the family are more exposed to the 
marketing communications and WOM, hence, are more active in the brand selection 
as already seen in table 4.2.6 (a) and as joint families have a greater proportion of 
adults (see appendix IV), thus, it scores higher. 
4.3.624 Sub Decision: "Type of oil to be purchased" 
At the aggregate level the value of U=21664.5, p<0.05 is indicative of significant 
difference between the type of family and member's involvement in the sub decision 
pertaining to the type of oil to be purchased. 
The table 4.3.6(a) indicates that the mean rank for members of joint family is higher 
than those of the nuclear family. In joint families the proportion of adult members is 
higher (see appendix IV) and they are usually the ones who are the actual user of the 
product and aware of the choices available, hence, in aggregate terms its members 
show higher involvement during this sub decision pertaining to the type of oil to be 
purchased. 
4.3.625 Sub Decision: "Quantity to be purchased" 
At the aggregate level the value of U=22521.5, p<0.05 is indicative of significant 
difference between the type of family and member's involvement in the sub decision 
pertaining to the amount to be purchased. 
The table 4.3.6(a) indicates that the mean rank for members of joint family is higher 
than those of the nuclear family. This difference is due to the fact that in joint 
families the proportion of adult members is higher (see appendix IV) and they are 
usually the ones who are the actual user of the product and aware of the usage 
pattern so they are in the best position to decide the quantity to be purchased. 
4.3.626 Sub Decision: "Where (dealer) to purchase" 
At the aggregate level the value of U=24I84, p<0.05 is indicative of absence 
significant difference between the type of family and member's involvement in the 
sub decision pertaining to the choice of dealer, implying thereby that there is no 
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relationship between the type of family the respondent belongs to and involvement 
in. the sub decision pertaining to the choice of dealer [Table 4.3.6(a)]. 
In all the decisions and sub decisions a uniform pattern of involvement emerges. 
The members of joint families show much higher involvement than those of the 
nuclear family. 
4.3.7 Involvement on the Basis of Type of Family in the Purchase of 
Tooth Paste 
4.3.71 Stages in the Decision Making Process 
4.3.711 Idea initiation Stage 
At the aggregate level the value of U=23747.5, p>0.05 is indicative of absence of 
significant difference between the type of family and member's involvement during 
the idea initiation stage, implying thereby that there is no relationship between the 
type of family the respondent belongs to and involvement during the idea initiation 
stage [Table 4.3.7 (a)]. 
4.3.712 Information Collection Stage 
At the aggregate level the value of U=23240.5, p>0.05 is indicative of absence of 
significanl difference between the type of family and member's involvement during 
the information collection stage, implying thereby that there is no relationship 
between the type of family the respondent belongs to and involvement dining the 
information collection stage [Table 4.3.7 (a)]. 
4,3.713 Final Decision 
At the aggregate level value of U=23337 p>0.05 is indicative of absence of 
significant difference between the type of family and member's involvement at the 
final decision stage, implying thereby that there is no relationship between the type 
of family the respondent belongs to and involvement during the final decision stage 
[Table 4.3.7 (a)]. 
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4.3.72 Sub Decisions involved in the Buying Process 
4.3.721 Sub Decision: "Amount to be spent" 
At the aggregate level value of U=24549, p>0.05 is indicative of absence of 
significant difference between the type of family and member's involvement in the 
sub decision pertaining to amount to be spent, implying thereby that there is no 
relationship between the type of family the respondent belongs to and involvement 
in the sub decision pertaining to the amount to be spent [Table 4.3.7(a)]. 
4.3.722 Sub Decision: "When to Purchase" 
At the aggregate level the value of U=23654, p>0.05 is indicative of absence of 
significant difference between the type of family and member's involvement in the 
sub decision pertaining to the timing of purchase, implying thereby that there is no 
relationship between the type of family the respondent belongs to and involvement 
in the sub decision pertaining to the timing of purchase.[Table 4.3.7(a)]. 
4.3.723 Sub Decision: "Brand to be purchased" 
At the aggregate level the value of U=23373.5, p>0.05 is indicative of absence of 
significant difference between the type of family and member's involvement in the 
sub decision pertaining to the choice of brand to be purchased, implying thereby that 
there is no relationship between the type of family the respondent belongs to and 
involvement in the sub decision pertaining to the choice of brand [Table 4.3.7(a)]. 
4.3.724 Sub Decision: "Pack size to be purchased" 
At the aggregate level the value of U=22230, p<0.05 is indicative of significant 
difference between the type of family and member's involvement in the sub decision 
pertaining to the pack size of tooth paste to be purchased. 
The table 4.3.7(a) indicates that the mean rank for members of nuclear family is 
higher than those of the joint family. This is perhaps due to the fact that younger 
members are more active users of the product and the older generation is perhaps 
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still comfortable in using traditional methods of dental hygiene and as the proportion 
of children is higher in nuclear families, it scores higher. 
4.3.725 Sub Decision: "Where (dealer) to purchase" 
At the aggregate level the value of U=23531, p>0.05 is indicative of absence of 
significant difference between the type of family and member's involvement in the 
sub decision pertaining to the choice of dealer, implying thereby that there is no 
relationship between the type of family the respondent belongs to and involvement 
in the sub decision pertaining to the choice of dealer [Table 4.3.5(a)]. 
The dijferences between the two types of families for all the decision stages as well 
as sub decisions were not found to be statistically significant except for the pack 
size decision, 
4.3.8 Involvement on the Basis of Type of Family in the Purchase of 
Washing Powder 
4.3.81 Stages in the Decision Making Process 
4.3.811 Idea initiation Stage 
At the aggregate level the value of U=25589, p>0.05 is indicative of absence of 
significant difference between the type of family and member's involvement during 
the idea initiation stage, implying thereby that there is no relationship between the 
type of family the respondent belongs to and involvement during the idea initiation 
stage [Table 4.3.8 (a)]. 
4.3.812 Information Collection Stage 
At the aggregate level the value of U=24984.5, p>0.05 is indicative of absence of 
significant difference between the type of family and member's involvement during 
the information collection stage, implying thereby that there is no relationship 
between the type of family the respondent belongs to and involvement during the 
information collection stage [Table 4.3.8 (a)]. 
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4.3.813 Final Decision 
At the aggregate level value of U=25339, p>0.05 is indicative of absence of 
significant difference between the type of family and member's involvement at the 
final decision stage, implying thereby that there is no relationship between the type 
of family the respondent belongs to and involvement during the final decision stage 
[Table 4.3.8 (a)]. 
4.3.82 Sub Decisions involved in the Buying Process 
4.3.821 Sub Decision: "Amount to be spent" 
At the aggregate level value of U~24575.5, p>0.05 is indicative of absence of 
significant difference between the type of family and member's involvement in the 
sub decision pertaining to amount to be spent, implying thereby that there is no 
relationship between the type of family the respondent belongs to and involvement 
in the sub decision pertaining to the amount to be spent [Table 4.3.8(a)]. 
4.3.822 Sub Decision: "When to Purchase" 
At the aggregate level the value of U=24111.5, p>0.05 is indicative of absence of 
significant difference between the type of family and member's involvement in the 
sub decision pertaining to the timing of purchase, implying thereby that there is no 
relationship between the type of family the respondent belongs to and involvement 
in the sub decision pertaining to the timing of purchase [Table 4.3.8(a)]. 
4.3.823 Sub Decision: "Brand to be purchased" 
At the aggregate level the value of U=25190, p>0.05 is indicative of absence of 
significant difference between the type of family and member's involvement in the 
sub decision pertaining to the choice of brand to be purchased, implying thereby that 
there is no relationship between the type of family the respondent belongs to and 
involvement in the sub decision pertaining to the choice of brand [Table 4.3.8(a)]. 
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4.2.824 Sub Decision: "Type of detergent to be purchased" 
At the aggregate level the value of U=25802.5, p>0.05 is indicative of absence of 
significant difference between the type of family and member's involvement in the 
sub decision pertaining to the type of detergent to be purchased, implying thereby 
that there is no relationship between the type of family the respondent belongs to 
and involvement in the sub decision pertaining to the choice of the type to be 
purchased [Table 4.3.8(a)]. 
4.3.825 Sub Decision: "Pack size to be purchased" 
At the aggregate level the value of U=25692, p>0.05 is indicative of absence of 
significant difference between the type of family and member's involvement in the 
sub decision pertaining to the pack size to be purchased, implying thereby that there 
is no relationship between the type of family the respondent belongs to and 
involvement in the sub decision pertaining to the pack size to be purchased [Table 
4.3.8(a)]. 
4.3.826 Sub Decision: "Where (dealer) to purchase" 
At the aggregate level the value of U=25263.5, p>0.05 is indicative of absence of 
significant difference between the type of family and member's involvement in the 
sub decision pertaining to the choice of dealer, implying thereby that there is no 
relationship between the type of family the respondent belongs to and involvement 
in the sub decision pertaining to the choice of dealer [Table 4.3.8(a)]. 
The differences between the two types of families for all the decision stages as well 
as sub decisions were not found to be statistically significant. 
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4.4 Involvement of Family Members during Various Stages and Sub-
decisions vis-^-vis Demographic Variables 
4.4,1 Two Wheeler 
Gender 
The summary table clearly indicates significant differences (p<0.01, for all the 
stages and sub decisions) between the gender and individual's involvement in all the 
stages as well as the sub-decisions involved in the purchase of two wheeler i.e. there 
exists a relationship between the gender of the individual and his/her involvement in 
the decision making process. The mean rank for males is significantly higher than 
for the females indicating higher involvement of males in all the stages as well as 
sub decisions. 
Education 
As can be seen from the summary table significant differences (p<O.Ol, for all the 
stages and sub decisions) are seen between the education and individual's 
involvement in all the stages as well as the sub-decisions involved in the purchase of 
two wheeler i.e. there exists a relationship between the education of the individual 
and his/her involvement in the decision making process. The mean rank for post 
graduates is the highest followed by graduates and lowest for illiterates indicating 
higher involvement of post graduates and graduates in all the stages as well as sub 
decisions. 
Occupation 
Again the summary table clearly indicates significant differences (p<O.Oi. For nil Ihc 
stages and sub decisions) between the occupations and individual's involvement in 
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Table: 4.4.1: Summary Table for Differences in Involvement of Family Members 
during Various Stages and Sub-decisions vis-a-vis Demographic Variables 
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Table: 4.4.2: Summary Table for Differences in Involvement of Family Members 
during Various Stages and Sub-decisions vis-a-vis Demographic Variables 
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Table: 4.4.3: Summary Table for Differences in Involvement of Family Members 
during Various Stages and Sub-decisions vis-a-vis Demographic Variables 
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Note: For detailed tables please refer to Appendix VI 
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all the stages as well as the sub-decisions involved in the purchase of two wheeler 
i.e. there exists a relationship between the occupation of the individual and his/her 
involvement in the decision making process. The mean rank for those involved in 
business is highest and lowest for the housewives indicating more involvement of 
business class in all the stages as well as sub decisions. 
Income 
As indicated by the summary table, significant differences (p<0.01, for all the stages 
and sub decisions) are seen between the income and individual's involvement in all 
the stages as well as the sub-decisions involved in the purchase of two wheeler i.e. 
there exists a relationship between the income of the individual and his/her 
involvement in the decision making process. The mean rank for those falling in the 
upper-middle income category (Rs. 10000-14999) is highest and lowest for the 
individuals with no income indicating more involvement of upper-middle income 
group in all the stages as well as sub decisions. 
4.4.2 Television 
Gender 
The summary tabic clearly indicates significant differences (p<O.OI) between the 
gender and individual's involvement in all the .stages as well us the sub-decisions 
involved in the purchase of television except for the idea initiation stage as well as in 
the sub decision pertaining to the timing of purchasc(p>0.05). The mean rank also is 
significantly higher for males than for the females in all the stages and sub decisions 
except for the two mentioned above. 
Education 
As can be seen from the summary table significant differences (p<0.01) are seen 
between the education and individual's involvement in all the stages as well as the 
sub-decisions involved in the purchase of television except for the sub decision 
pertaining to the timing of purchase (p>0.05).Not much difference is seen in the 
174 
mean rank for all the occupations as far as the time decision is considered indicating 
similar level of involvement, otherwise the mean rank for the post graduates is 
highest in all the decision stages and sub decisions. 
Occupation 
Again the summary table clearly indicates significant differences (p<0.01, for all the 
stages and sub decisions) between the occupations and individual's involvement in 
all the stages as well as the sub-decisions involved in the purchase of television i.e. 
there exists a relationship between the occupation of the individual and his/her 
involvement in the decision making process. The mean rank for those involved in 
business is highest in all the stages and sub decisions except for the idea initiation 
stage as well as the timing of purchase where students score the highest. 
Income 
As indicated by the summary table, significant differences (p<0.01) are seen 
between the income and individual's involvement in all the stages as well as the sub-
decisions involved in the purchase of television except for the sub decision 
pertaining to the type of television (p>0.05).The mean rank for those falling in the 
upper-middle income category (Rs.10000-14999) is found higher than all the other 
income categories except for the type decision, indicating more involvement of 
upper-middle income group in all the other stages as well as sub decisions. 
4.4.3 Radio 
Gender 
The summary table clearly indicates significant differences (p<0.01, for all the 
stages and sub decisions) between the gender and individual's involvement in all the 
stages as well as the sub-decisions involved in the purchase of radio i.e. there exists 
a relationship between the gender of the individual and his/her involvement in the 
decision making process. The mean rank for males is significantly higher than for 
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the females indicating higher involvement of males in all the stages as well as sub 
decisions. 
Education 
As can be seen from the summary table significant differences (p<0.01) are seen 
between the education and individual's involvement in all the stages as well as the 
sub-decisions involved in the purchase of radio except in the idea initiation stage and 
the time decision. The mean rank for post graduates is the highest indicating higher 
involvement of post graduates in all the stages as well as sub decisions. 
Occupation 
Again the summary table clearly indicates significant differences (p<0.01, for all the 
stages and sub decisions) between the occupations and individual's involvement in 
all the stages as well as the sub-decisions involved in the purchase of radio i.e. there 
exists a relationship between the occupation of the individual and his/her 
involvement in the decision making process, fhe mean rank for those involved in 
business is highest and lowest for the housewives indicating more involvement of 
business class in all the stages as well as sub decisions. 
Income 
As indicated by the summary table, significant differences (p<0.01, for all the stages 
and sub decisions) are seen between the income and individual's involvement in all 
the stages as well as the sub-decisions involved in the purchase of radio i.e. there 
exists a relationship between the income of the individual and his/her involvement in 
the decision making process. The mean rank for those falling in the upper-middle 
income category (Rs. 10000-14999) is highest and lowest for the individuals with no 
income indicating more involvement of upper-middle income group in all the stages 
as well as sub decisions. 
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4.4.4 VCD 
Gender 
The summary table clearly indicates significant differences (p<0.01) between the 
gender and individual's involvement in all the stages as well as the sub-decisions 
involved in the purchase of VCD except for the idea initiation stage as well as in the 
sub decision pertaining to the timing of purchase (p>0.05). The mean rank also is 
significantly higher for males than for the females in all the stages and sub decisions 
except for the two mentioned above where there is not much difference between the 
mean ranks indicating equal involvement. 
Education 
As can be seen from the summary table significant differences (p<0.01) are seen 
between the education and individual's involvement in all the stages as well as the 
sub-decisions involved in the purchase of VCD except in the idea initiation and for 
the sub decision pertaining to the timing of purchase (p>0.05).The mean rank for the 
post graduates is highest in all the decision stages and sub decisions indicating 
higher involvement. 
Occupation 
Again the summary table clearly indicates significant differences (p<0.01, for all the 
stages and sub decisions) between the occupations and individual's involvement in 
all the stages as well as the sub-decisions involved in the purchase of VCD i.e. there 
exists a relationship between the occupation of the individual and his/her 
involvement in the decision making process. The mean rank for students is highest 
in idea initiation and time decision while in all the other decisions government 
servants and businessmen show higher mean ranks. 
Income 
As indicated by the summary table, significant differences (p<0.01) are seen 
between the income and individual's involvement in all the stages as well as the sub-
decisions involved in the purchase of VCD except for the sub decision pertaining to 
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Tabic 44.4: Summary Table for Differences in Involvement of Family Members 
during Various Stages and Sub-decisions vis-a-vis Demographic Variables 
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Table: 4.4.6: Summary Table for Differences in Involvement of Family Members 
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his/her involvement in the decision making process. The mean ranic for government 
servants is highest and lowest for the students indicating more involvement of 
government servants in all the stages as well as sub decisions. 
Income 
As indicated by the summary table, significant differences (p<0.01, for all the stages 
and sub decisions) are seen between the income and individual's involvement in all 
the stages as well as the sub-decisions involved in the purchase of insurance scheme 
i.e. there exists a relationship between the income of the individual and his/her 
involvement in the decision making process. The mean rank for those falling in the 
affluent class (Rs.15,000- Rs. 20,000) is highest, followed by the middle income 
group (Rs. 5000- Rs. 9999) and lowest for the individuals with no income indicating 
more involvement of the affluent and middle-income group in all the stages as well 
as sub decisions. 
4.4.6 Edible oil 
Gender 
The summary table clearly indicates significant differences (p<0.01, for all the 
stages and sub decisions) between the gender and individual's involvement in all the 
stages as well as the sub-decisions involved in the purchase of edible oil i.e. there 
exists a relationship between the gender of the individual and his/her involvement in 
the decision making process. The mean rank for females is significantly higher than 
for the males in all decisions except for the dealer decision indicating higher 
involvement of females in all the other stages as well as sub decisions. 
Education 
As can be seen from the summary table no significant differences (p>0.05) are seen 
between the education and individual's involvement in all the stages as well as the 
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sub-decisions involved in the purchase of edible oil except in the idea initiation stage 
where p<0.05 indicating that there is no relationship between the occupation and 
individual's involvement in the purchase of edible oil. 
Occupation 
Again the summary table clearly indicates significant differences (p<0.01, for all the 
stages and sub decisions) between the occupations and individual's involvement in 
all the stages as well as the sub-decisions involved in the purchase of edible oil i.e. 
there exists a relationship between the occupation of the individual and his/her 
involvement in the decision making process. The mean rank for the housewives is 
the highest indicating their high involvement in all the stages as well as sub 
decisions. 
Income 
As indicated by the summary table, significant differences (p<0.05) are seen 
between the income and individual's involvement in all the stages as well as the sub-
decisions involved in the purchase of edible oil except in the information collection 
and final decision making where p>0.05.The mean rank for those falling in no 
income category (.mostly housewives) is highest in all decisions except the two 
above mentioned stages. 
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4.4.7 Tooth paste 
Gender 
As can be seen from the summary table significant differences (p<0.01) are seen 
between the gender and individual's involvement in the idea initiation, time decision 
and dealer decision while no significant differences (p>0.05) are seen in all the other 
decision stages and sub decisions thus no conclusive relationship can be established. 
Not much difference is seen in the mean rank for males and females for all the 
decision stages and sub decisions except for the ones listed above, indicating equal 
involvement 
Education 
As can be seen from the summary table significant differences (p<0.01, for all the 
stages and sub decisions) are seen between the education and individual's 
involvement in all the stages as well as the sub-decisions involved in the purchase of 
tooth paste i.e. there exists a relationship between the education of the individual and 
his/her involvement in the decision making process. The mean rank for individuals 
in middle school is the highest in all the decision stages and sub decisions except for 
the amount, pack size and dealer decision where the mean rank for post graduates is 
more. 
Occupation 
Again the summary table clearly indicates significant differences (p<0.01, for all the 
stages and sub decisions) between the occupations and individual's involvement in 
all the stages as well as the sub-decisions involved in the purchase of tooth paste i.e. 
there exists a relationship between the occupation of the individual and his/her 
involvement in the decision making process. The mean rank for students is highest 
all the stages as well as sub decisions except for the amount, time and dealer 
decision. 
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Table: 4.4.7: Summary Table for Differences in Involvement of Family Members 
during Various Stages and Sub-decisions vis-a-vis Demographic Variables 
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Income 
As indicated by the summary table, significant differences (p<0.01, for all the stages 
and sub decisions) are seen between the income and individual's involvement in all 
the stages as well as the sub-decisions involved in the purchase of tooth paste i.e. 
there exists a relationship between the income of the individual and his/her 
involvement in the decision making process. The mean rank for those falling in the 
affluent category (Rs.l5, 000-Rs.20, 000) is highest in all the stages as well as sub 
decisions except for the time and packs size decision where individuals in no income 
category score more. 
4.4,8 Washing Powder 
Gender 
The summary table clearly indicates significant differences (p<0.01, for all the 
stages and sub decisions) between the gender and individual's involvement in all the 
stages as well as the sub-decisions involved in the purchase of washing powder i.e. 
there exists a relationship between the gender of the individual and his/her 
involvement in the decision making process. The mean rank for females is 
significantly higher than for the males indicating higher involvement of males in all 
the stages as well as sub decisions except for the dealer decision. 
Education 
As can be seen from the summary table significant differences (p<0.01) are seen 
between the education and individual's involvement in idea initiation, amount, time 
and dealer decision but no significant differences are seen in all the other stages and 
sub decisions for the purchase of washing powder. Thus no conclusive relationship 
can be established. 
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Occupation 
Again the summary table clearly indicates significant differences (p<0.01, for all the 
stages and sub decisions) between the occupations and individual's involvement in 
all the stages as well as the sub-decisions involved in the purchase of washing 
powder i.e. there exists a relationship between the occupation of the individual and 
his/her involvement in the decision making process. The mean rank for housewives 
is the highest indicating more involvement in all the stages as well as sub decisions 
except for the dealer decision. 
Income 
As indicated by the summary table, significant differences (p<0.01, for all the stages 
and sub decisions) are seen between the income and individual's involvement in all 
the stages as well as the sub-decisions involved in the purchase of washing powder 
i.e. there exists a relationship between the income of the individual and his/her 
involvement in the decision making process. The mean rank for those falling in no 
income category is significantly higher indicating more involvement in all the stages 
as well as sub decisions except for the amount and dealer decision. 
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CHAPTER 5 
FINDINGS AND DISCUSSION 
This chapter is divided into two parts. The first part (section 5.1) deals with the 
summary of results and the second part (section 5.2) with the discussion of the 
results. 
5.1 Summary of Results 
This section consists of two sub-sections viz. Section A and Section B. 
In Section A the major findings related to various stages of the decision process (i.e. 
idea initiation stage, information collection stage and final decision stage) for all the 
products under study are presented in a summarized form. 
In Section B, findings pertaining to the various sub-decisions (i.e. amount to be 
spent, when to purchase, brand to purchase, which size, what colour and from 
where) are presented. 
For a bird's eye view, the summarized tables of results [Table 5.1(a) & 5.1(b)] in 
terms of statistical significance for the various stages of decision process and related 
sub-decisions are given at the end of each section. 
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Section A: Stages of the Decision Process 
Idea Initiation Stage 
Two Wheeler 
It is the male family members (MFM) who hold sway during this stage, husband 
acting as the idea initiator. In cavse of joint families grandfather also shows active 
involvement during this stage. As far as the life stage of individuals is concerned 
those belonging to the early and middle adulthood stage play an active role during 
this stage. However, no significant relationship was found to exist between the type 
of family the respondent belongs to and involvement during the idea initiation stage. 
Television 
A shifl in the involvement pattern is seen with the children (son followed by 
daughter) and wife playing a more active role during this stage. Individuals, in their 
pre-teens and teenage show higher involvement during this stage. Members 
belonging to nuclear families show more involvement than those belonging to joint 
families. 
Radio 
An interesting involvement pattern emerged with grandfather (in case of joint 
families) showing high involvement during this stage which is indicative of 
popularity of radios among the old age groups, husband also plays an active role 
(both in case of nuclear as well as joint families).lndividuals belonging to old age as 
well as early adulthood are more involved during this stage. However, no significant 
relationship was found to exist between the type of family the respondent belongs to 
and involvement during this decision stage. 
VCD 
It is interesting to note that the children (daughter followed by son) again act as the 
idea initiator, they in. a way act as the early adopter of the product, wife also 
indicates active involvement. Members in pre-teens and teenage again dominate the 
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scene. Again, no relationship was found to exist between tiie type of family the 
respondent belongs to and involvement during this decision stage. 
Insurance 
Here husband and grandfather report more involvement than the female family 
members (FFM), moreover younger members are not involved in any of the decision 
stages in this case. Members belonging to middle and late adulthood show more 
active involvement. However, no significant relationship was found to exist between 
the type of family the respondent belongs to and involvement during this decision 
stage. 
Edible oil 
House-hold chores being considered in the domain of females in the Indian rural 
context, wife and grandmother indicate more involvement than the rest of the family 
members. Members in their middle and late adulthood (presumably housewives) 
dominate the scene. As far as the type of family is concerned joint family members 
report higher involvement. 
Tooth paste 
Children again, were found to play a more dominant role as far as the involvement 
during this stage is concerned with pre-teen and teenaged members showing active 
participation .Wife who usually manages the house also indicates active 
involvement. However, no significant relationship was found to exist between the 
type of family the respondent belongs to and involvement during this decision stage. 
Washing powder 
Again house-hold chores being considered the sole domain of females in the rural 
context, FFM indicate higher involvement than the MFM with wife and 
grandmother indicating active involvement, as far as the life stage is concerned 
middle adulthood and early adulthood members show active participation. 
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Information Collection 
Two Wliceler 
MFM dominate the scene with husband and son followed by grandfather playing an 
active role during this stage which is indicative of dependency of females on their 
male counterpart for information collection in the rural areas. Members belonging to 
different stages of adulthood i.e. early, middle and late indicate high involvement. 
However, no significant relationship was found to exist between the type of family 
the respondent belongs to and involvement during this stage. 
Television 
Same pattern of involvement is seen with husband and son followed by grandfather 
playing an active role at this stage, it can be presumed that male members usually 
act as the gatekeepers as far as the purchase of durables is concerned. Again 
members belonging to different stages of adulthood i.e. early, middle and late 
indicate high involvement. 
Radio 
It is interesting to note that the involvement of grandfather is quite high followed by 
husband. Similarly as concerning life stage members in old age dominate the scene. 
However, no significant relationship was found to exist between the type of family 
the respondent belongs to and involvement during this stage. 
VCD 
Husband followed by son are actively involved in the information collection. This is 
also represented in the life stage where middle adulthood and early adulthood 
members indicate high involvement. Nuclear family members indicate higher 
involvement than the joint family members. 
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Insurance 
Here husband and grandfather show active involvement. Members in the old age as 
well as middle adulthood are more involved than the rest. However, no significant 
relationship was found to exist between the type of family the respondent belongs to 
and involvement during the decision stage. 
Edible oil 
A shift in involvement pattern is seen with grandmother and wife playing a more 
active role in this stage, members in middle adulthood and old age indicate more 
involvement. Again joint family member score more than the nuclear family 
members. 
Tooth Paste 
An interesting pattern emerges with children (son followed by daughter) indicating 
high involvement, similarly pre-teens and teenaged members dominate the scene. 
However, no significant relationship was found to exist between the type of family 
the respondent belongs to and involvement during this decision stage. 
Washing Powder 
Same trend as in the case of edible oil emerged with FFM's (wife followed by grand 
mother) indicating higher involvement. As far as life stage is concerned members in 
different stages of adulthood indicate high involvement. No significant relationship 
was found to exist between the type ol" family the respondent belongs to and 
involvement during this decision stage. 
Final Decision 
Two Wheeler 
MFM (husband followed by grandfather) who are the actual users of the product 
hold sway even during the final decision stages. As far as the life stage is concerned 
members in early adulthood and late adulthood show active involvement. However, 
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no significant relationship was found to exist between the type of family the 
respondent belongs to and involvement during this stage. 
Television 
Husband followed by son are actively involved in this stage. Members in middle and 
early adulthood were found to dominate the scene. Again, no significant relationship 
was found to exist between the type of family the respondent belongs to and 
involvement during this stage. 
Radio 
Being the actual users grandfather and husband were found showing active 
participation during the final decision making. Members belonging to adulthood and 
old age indicate high involvement. No significant relationship was found to exist 
between the type of family the respondent belongs to and involvement during this 
stage. 
VCD 
Son along with husband indicate high involvement. As far as the life stage is 
concerned members in early adulthood and middle adulthood show active 
involvement. Nuclear family members indicated higher involvement. 
Insurance 
Again it is the MFM who were found to hold sway, with husband and grandfather 
indicating high involvement. Members belonging to late and middle adulthood 
dominated the scene. However, no significant relationship was found to exist 
between the type of family the respondent belongs to and involvement during this 
decision stage. 
Edible oil 
FFM consisting of grand mother and wife dominate the scene. Members in middle 
and late adulthood indicate greater involvement. Joint family members reported 
higher involvement. 
Tooth paste 
It is the children (son followed by daughter) who hold sway even in the final stages 
of decision making. Accordingly, it is the teenagers and pre-teen members who 
dominate the scene. Again, no relationship was found to exist between the type of 
family the respondent belongs to and involvement during the decision stage. 
Washing Powder 
Again, FFM consisting of grand mother and wife dominate the scene. Members in 
middle and early adulthood indicate greater involvement. However, no significant 
relationship was found to exist between the type of family the respondent belongs to 
and involvement during the decision stage. 
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Section B: Sub Decisions 
Amount to be spent 
Two Wheeler 
As it is tiic MI'M wiio are employed and earning, liiiis usually they are found to hold 
sway as \\\r as (lie decision regarding (lie amount io be spent is concerned, here also 
husband followed by grandfather and son show active involvement. Members in lale 
adulthood and old age indicated higher involvement, however, no significant 
relationship was found to exist between the type of family the respondent belongs to 
and involvement during the sub decision. 
Television 
Again husband and grandfather showed active involvement; here wife also indicated 
involvement although to a lesser degree. Late and middle adulthood members 
dominated the scene. However, no significant relationship was found to exist 
between the type of family the respondent belongs to and involvement during the 
sub decision. 
Radio 
Husband and grandfather indicate high involvement, an interesting finding is that 
even grandmother showed significant involvement. As far as the life stage is 
concerned, members in late adulthood and old age are the active participants. Again, 
no significant relationship was found to exist between the type of family the 
respondent belongs to and involvement during the sub decision. 
VCD 
Although children showed active participation in the all the stages, as far as the 
amount decision is concerned husband and more importantly grandfather who 
otherwise is not involved in the decision process, indicate high involvement. 
Participation of members in late and middle adulthood is found to be more than the 
others. 
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Insurance 
Again husband and grandfather showed active involvement; here wife also indicated 
involvement although to a lesser degree. Higher involvement is indicated by 
members belonging to old age and middle adulthood. However, no significant 
relationship was found to exist between the type of family the respondent belongs to 
and involvement during the sub decision 
Edible oil 
FFM (grand mother and wife) hold sway as far as amount decision is concerned, 
husband is also involved but to a lesser degree. As far as life stage is concerned 
members in old age and middle adulthood indicate active involvement. Joint family 
members show much higher participation. 
Tooth paste 
Both husband and wife show active involvement in this sub decision. Active 
involvement for this decision is shown by middle and late adulthood members. Joint 
family members show higher involvement. No significant relationship was found to 
exist between the type of family the respondent belongs to and involvement during 
the sub decision 
Washing powder 
Same pattern as in the case of edible oil is seen with FFM (grand mother and wife) 
holding sway, husband is also involved but to a lesser degree. Middle and late 
adulthood members show active involvement. However, no significant relationship 
was found to exist between the type of family the respondent belongs to and 
involvement during the sub decision 
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When to Purchase? 
Two Wheeler 
The MFM (husband followed by grandfather and son) dominate the scene as far as 
the timing of the purchase is concerned. Early and middle adulthood members 
indicate high involvement. 
Television 
Children (son followed by daughter) again hold sway as far as this decision is 
concerned. As far as life stage is concerned teenagers and pre-teen members play an 
active role. Nuclear family members indicate much higher involvement than those 
belonging to joint families. 
Radio 
Grandfather along with husband indicate active involvement. Higher involvement is 
found among members belonging to old age and middle adulthood. No significant 
relationship was found to exist between the type of family and the life stage the 
respondent belongs to and involvement during the particular sub decision. 
VCD 
Children (daughter followed by son) again hold sway as far as this decision is 
concerned. Members belonging to teen age and pre-teens indicate high involvement. 
Nuclear family members again score higher than their joint family counterparts. 
Insurance 
Husband and grand father usually belonging to the middle adulthood and old age 
play a more dominant role in the decision regarding the timing of purchase. 
However, no significant relationship was found to exist between the type of family 
the respondent belongs to and involvement during the sub decision 
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Edible oil 
Throughout the purchase process as well as in this sub decision the FFM j)lay a 
more dynamic role. As concerning the life stage members in the middle adulthood 
and old age show higher involvement. Again, no significant relationship was found 
to exist between the type of family the respondent belongs to and involvement 
during the sub decision. 
Tooth paste 
Wife who generally manages the household followed by children (daughter and son) 
are the active participant in this sub decision. In terms of life stage teenagers, pre-
teens followed by early adulthood dominates the scene. However, no significant 
relationship was found to exist between the type of family the respondent belongs to 
and involvement during the sub decision. 
Washing powder 
Wife and daughter who are actively involved in the house hold work indicate high 
involvement in this sub decision. High involvement is found among the members 
belonging to middle and early adulthood stage. 
Which Brand to Purchase? 
Two Whcclcr 
It is the male family members (MFM) who show active involvement in the decision 
regarding brand choice. As far as the life stage of individuals is concerned those 
belonging to the early adulthood and old age stage play an active role in this stage. 
However, no significant relationship was found to exist between the type of family 
the respondent belongs to and involvement during the sub decision. 
Television 
Husband plays a dominant role followed by son (indicative of presence of brand 
awareness among children).Early and middle adulthood members play an active role 
199 
in the brand choice. Members belonging to nuclear families show more involvement 
than those belonging to joint families. 
Radio 
The popularity of radios among the old age groups is again indicated with the active 
participation of grandfather along with husband in the brand decision. Individuals 
belonging to old age as well as middle adulthood are more involved in this stage. No 
significant difference is seen in the involvement levels of members belonging to the 
two types of families. 
VCD 
Husband again plays a dominant role followed by son (indicative of presence of 
brand awareness among children). However, no significant relationship was found to 
exist between the type of family and life stage of the respondent belongs to and 
involvement during the sub decision regarding brand choice. 
Insurance 
Here husband and grandfather report more involvement than the female family 
members (PTM), moreover younger members do not show involvement in this sub 
decision. Members belonging to late adulthood and old age show more active 
involvement. However, no significant relationship was found to exist between the 
type of family the respondent belongs to and involvement during the sub decision. 
Edible oil 
Wife and grandmother indicate more involvement than the rest of the family 
members. Being the actual users of the product, members in old age group and 
middle adulthood (presumably housewives) dominate the scene. As far as the type of 
family is concerned joint family members report much higher involvement. 
Tooth paste 
Children (daughter followed by son) again play a more dominant role as far as the 
involvement in brand decision is concerned with pre-teen and teenaged members 
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showing active participation .Wife who usually manages the house also indicates 
active involvement. No significant relationship was found to exist between the type 
of family the respondent belongs to and involvement during the sub decision 
Washing powder 
Again as mentioned earlier also house-hold chores are considered the sole domain of 
females, FFM indicate higher involvement than the MFM with wife and 
grandmother indicating active involvement, as far as the life stage is concerned 
middle adulthood and early adulthood members show active participation. 
What Type/Model to Purchase? 
Two Wheeler 
It is the male family members (MFM) who hold sway in the decision regarding the 
type of two-wheeler to be purchased. Here it is important to note that son also plays 
a dominant role in the decision. As far as the life stage of individuals is concerned 
those belonging to the early adulthood and late adulthood stage play an active role in 
this stage. However, no significant relationship was found to exist between the type 
of family the respondent belongs to and involvement during the sub decision. 
Television 
A very interesting pattern emerges with son showing the highest involvement 
followed by husband and daughter in this decision which is indicative of the 
emerging role of children even in the purchase of durables which was considered to 
be the sole domain of elder members of the family. Teenagers and early adulthood 
members play an active role in the type choice. Members belonging to nuclear 
families show much higher involvement than those belonging to joint families. 
Radio 
Husband along with grandfather indicate high involvement in the type decision. 
Individuals belonging to old age as well as middle adulthood are more involved in 
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this stage. However, no significant relationship was found to exist between the type 
of family the respondent belongs to and involvement during the sub decision. 
VCD 
Husband again plays a dominant role followed by son again indicative of the 
growing importance of children in the purchase of big ticket items. No significant 
relationship was found to exist between the type of family and the life stage the 
respondent belongs to and involvement during the sub decision. 
Insurance 
Mere husband and grandfather report more involvement than the female family 
members and children. As far as the life stage is concerned members belonging to 
late adulthood and old age show more active involvement. However, no significant 
relationship was found to exist between the type of family the respondent belongs to 
and involvement during the sub decision. 
Edible oil 
Wife and grandmother indicate more involvement than the rest of the family 
members with members in old age group and early adulthood dominating the scene. 
As far as the type of family is concerned joint family members report much higher 
involvement. 
Washing powder 
Again as mentioned earlier also house-hold chores are considered the sole domain of 
females, I'FM indicate higher involvement than the MFM with wife and daughter 
indicating active involvement, as far as the life stage is concerned middle adulthood 
and early adulthood members show active participation, however, no significant 
relationship was found to exist between the type of family the respondent belongs to 
and involvement during the sub decision. 
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What colour to Purchase? 
Two Whcclcr 
Here again it is tlie male family members (MFM) who hold sway in the decision 
regarding the colour of two-wheeler to be purchased, son also plays a dominant role 
in the decision. Members belonging to early and middle adulthood indicate high 
involvement. However, no significant relationship was found to exist between the 
type of family the respondent belongs to and involvement during the sub decision. 
What Quantity / Pack size to Purchase? 
Edible oil 
Being the actual users and aware of the usage pattern wife and grandmother indicate 
more involvement than the rest of the family members with members in old age 
group and middle adulthood dominating the scene. As far as the type of family is 
concerned joint family members report much higher involvement. 
Tooth paste 
Daughter followed by son dominate the scene, wife also indicates significant 
involvement.Pre-teens and teenagers hold sway as far as this decision is concerned. 
As far as the type of family is concerned nuclear family members report much 
higher involvement. 
' b ' 
Washing powder 
FFM particularly wife and grandmother indicate higher involvement than the MFM, 
as far as the life stage is concerned middle adulthood and early adulthood members 
show active participation, however, no significant relationship was found to exist 
between the type of family the respondent belongs to and involvement during the 
sub decision. 
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From Where to purchase? 
Two Wheeler 
As it is the MFM who usually go to the market to do the shopping and are exposed 
to the market conditions , thus they usually hold sway as far as the decision 
regarding the dealer is concerned, here also husband followed by grandfather and 
son show active involvement. Members in late adulthood and middle adulthood 
indicate higher involvement; however, no significant relationship was found to exist 
between the type of family the respondent belongs to and involvement during the 
sub decision. 
Television 
Husband and more importantly son showed active involvement; Late and middle 
adulthood members dominated the scene. However, no significant relationship was 
found to exist between the type of family the respondent belongs to and involvement 
during the sub decision. 
Radio 
ihisband and grandfatiier indicate high iuvolvcmenl. As far as the lil'c stage is 
concerned, members in middle and late adulthood are the active participants. Again, 
no significant relationship was found to exist between the type of family the 
respondent belongs to and involvement during the sub decision. 
VCD 
Husband along with son indicate high involvement. However, no significanl 
relationship was found to exist between the type of family and the life stage the 
respondent belongs to and involvement during the sub decision regarding choice of 
dealer. 
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Insurance 
Again husband and grandfather showed active involvement; here interestingly 
grandmother also indicated involvement although to a lesser degree. Higher 
involvement is indicated by members belonging to late adulthood and old age. 
Edible oil 
It is interesting to note that the MFM (husband, grandfather followed by son) who 
otherwise were not involved in the whole purchase process show active involvement 
in this decision due to the simple reason thai they arc the one who do the shopping . 
However, no significant relationship was found to exist between the type of family 
the respondent belongs to and involvement during the sub decision. 
Tooth paste 
Again MFM (son, husband followed by grandfather) indicate higher involvement in 
this sub decision. Active involvement for this decision is shown by teenaged and 
middle adulthood members, this again is indicative of rising involvement of younger 
members in the family. However, no significant relationship was found to exist 
between the type of family the respondent belongs to and involvement during the 
sub decision. 
Washing powder 
Same pattern as in the case of edible oil is seen with MFM (husband, grandfather 
followed by son) holding sway. Middle and early adulthood members show active 
involvement. No significant relationship was found to exist between the type of 
family the respondent belongs to and involvement during this decision stage. 
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5.2 Findings of Differences in Involvement of Family Members during 
Various Stages and Sub-decisions vis-a-vis Demographic Variables 
Gender 
The prevalence of traditional sex role norms in the rural settings v/as observed with 
the MFM dominating the scene in all the stages and sub decisions in the purchase of 
two-wheeler, radio and insurance while the FFM held sway in the purchase process 
of house hold items like edible oil and washing powder. In case of television and 
VCD male members were again found to be playing an active role except during the 
idea initiation and sub decision pertaining to the timing of purchase (where the result 
were statistically insignificant).Again in the case of toothpaste statistically 
insignificant results were found for all the stages and sub decisions except for the 
idea initiation and timing of purchase where females dominated the scene. 
Education 
The mean rank for post graduates was found to be the highest indicating higher 
involvement in all the stages as well as sub decisions during the purchase of all most 
all the products including two-wheeler, television, radio, VCD and insurance. In 
case of toothpaste individual's in middle school wielded greater influence, while no 
conclusive relationship between education and involvement could be established in 
the purchase decision of edible oil and washing powder. 
Occupation 
Individual's involved in business held sway in all the stages and sub decisions 
during the purchase of two-wheeler and radio, they dominated the scene even in the 
purchase of television except in the idea initiation stage as well as the timing of 
purchase where students score the higher. The mean rank for government servants 
was found to be highest in the stages as well as sub decisions during the purchase of 
insurance. Housewives, who otherwise were showing low involvement in case of 
above mentioned products, played an active role in the whole purchase process of 
edible oil and washing powder. Students dominated the scene in case of toothpaste. 
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Income 
The mean rank for members belonging to the upper-middle income group 
(Rs. 10000-14999) was found to the highest for two-wheeler, television, radio and 
VCD which is perhaps indicative of their higher involvement in the decisions and 
sub decisions during the purchase of these products. Affluent class (Rs. 10000-
14999) dominated the scene in case of insurance and toothpaste. 
5.3 Discussion 
Most of the studies in the area of family purchase decision process conducted in 
developed countries are good pointers and bring out the salient features of the 
purchase decision process in the concerned country. In India, only a few studies 
have been conducted in this area and that too mostly in the urban setup. This study 
has been carried out in the rural set up and while the findings of this study 
corroborate many of the observations of earlier researchers in this area, there are 
deviations in some aspects. 
In conformity with the observations of earlier researchers the study also indicates 
that husband/wife influence in purchase decision process depends to a great extent 
on three factors: 
Firstly, this influence is product specific (Converse et uL 1958; WolIT, 1958; 
Beckman & Davidson, 1962, Ferber & Lee, 1974; Wilkes, 1975; Davis, 
1976; Woodside & Motes, 1979; and Belch et al., 1985; Sayuki, & Rcddy, 
1998; Ramaswamy & Namakumari, 2002; Kapoor, 2003; Nagaraja, 2004). 
Secondly, within a specific product category the husband-wife influence is 
also the function of stages in purchase decision process (Davis & Rigaux, 
1974; Wilkes, 1975; Park & Lutz, 1982; and Belch et al, 1985; Nagaraja, 
2004). 
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Thirdly, it also depends on the specific purchase factors i.e. the sub-
decisions related to purchase (Bonfield, 1978; and Belch el a/., 1985). 
The findings of Davis and Rigaux, (1974), Bonfield (1978), and Putman & 
Davidson (1987) regarding role specialization are partly confirmed by the findings 
of this study. Role specialization does exist in family purchase decision making in 
the Indian rural context also but with a minor modification. The findings are heavily 
skewed in favour of husband (as also grand father in case of joint family) playing a 
dominant role in deciding on financial allocation of the family resources as also the 
selection of the vendor across all product categories. 
Contrary to the findings of earlier studies (Howard, 1989) apart from the 
involvement of other family members, considerable influence is wielded by the 
husband during the earlier stages of the decision process even though these stages 
are considered to be of less critical importance. 
Unlike the observations of earlier researchers in the context of traditional societies 
(I'ord et ai, 1995 and LaTour, Henthrone & Ford, 1992) considerable involvement 
of all the family members was found to be quite common during the important final 
decision stage in the purchase decision process. But, there was a striking perceived 
shifi towards increased inputs by the husband and grand father in the final stage of 
Ihc decision process as also during the sub-decisions relating to allocation of funds 
for the purchase and the issue of vendor selection. These findings seem to 
corroborate the observations of Davis (1970) and Bernhardt (1974) and Nathan 
(1997) who reported that husbands' infiuence was highest for allocation decisions. 
The findings also partly confirm the observations of Henthorne, LaTour & Hudson 
(i<)97) in this context. 
Further, it can be safely surmised that the earlier notion of blanket unilateral 
husband dominance in case of husbands in less developed nations (Ortner, 1974; 
Green el ciL, 1983; and Imperia et ai, 1985) was not found to be evident, as active 
involvement of other members of family across all the product categories under 
sUidy were observed. This shift can be attributed to the changing family dynamics in 
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developing countries wiiere more or less the same pattern is being repeated vis-a-vis 
tlie developed countries. 
Owing to large number of instances of involvement of grandfather, wife and 
children that have been reported in this study it can be inferred that contrary to the 
observation of Imperia et al. (1985) pertaining to less developed nations, 
significantly more joint decisions are being taken in the Indian rural families. 
Contrary to the observations of Halan (2003) and Kashyap (2005) who suggest that 
due lack of mobility and market exposure of females it is the men folk who take all 
the purchase related decisions in the rural scenario, the study found stances of 
involvement of FFM* in the purchase process for household items, grocery and 
even to certain extent television and corroborates the findings of Pareek (1999), 
Krishnamurthy «& Lokhande (2000), Khairoowala, (2001), Lokhande (2004) and 
Nagaraja (2004). 
The influence and interest exhibited by the MFM* in case of items like two wheeler 
and insurance and the dominance of the FFM in the purchase decision process 
concerning household items like edible oil and washing powder are indicative of the 
prevalence of traditional sex role norms and contradict the observations of 
Schaninger etal. (1982) in this context. 
As concerning the significant role played by the elders (grandparents) in the family 
the study corroborates the observations of Kashyap (2005) as the grandfather is seen 
playing a dominant role especially in case of resource allocation and vendor 
selection in the purchase of all the durables under study. 
With respect to specific product attributes, results of previous studies of family 
consumer behaviour (Nelson, 1979, Belch et al, 1985, Foxman et al., 1989a; 
Roedder John & Sujan, 1990, Gregan-Paxton & Roedder John, 1995; Szybillo & 
Sosanie, 1997; and Jenkins, 1999) suggest that the parents plays an instrumental 
role, i.e. emphasize functional factors such as determining how much to spend, and 
the child an expressive role emphasizing attributes such as color or style. The 
* Female Family Members i.e. wife, grandmother and daughter 
* Male Family Members i.e. husband, grandfather and son 
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findings of this study also indicate the active involvement of son in the decisions 
regarding the colour and type of two-wheeler, television, model of VCD etc. and 
appear to confirm these observations. 
Further, the reported instances of involvement of the children vis-a-vis brand 
selection in case of products like television, VCD and tooth paste are indicative of 
brand consciousness in children and these findings are in agreement with the 
observations of Shannon (1997), Suri & Singh (2003), Mishra (2006) and Vincent 
(2006). Contrary to the findings of Spiro (1983) the study indicates that the children 
exert considerable influence, during different stages of the decision process as also 
the sub-decisions. 
The findings also confirm the assertions of Szybillo & Sosanie (1977) that the role 
of the teenage child is quite prominent at the initiation stage as is seen in the case of 
television, VCD and toothpaste where pre-teens and teens dominate the scene in the 
above stated stage in the present study. 
As far as the life stage is concerned, as also observed by Arora (2002) and Kashyap 
(2005), growing influence of youth in the purchase decision process in the rural 
context was seen in case of two-wheeler, television and VCD where the family 
members in their early adulthood were found showing considerable involvement in 
different stages as well as sub decisions concerning brand, type and model. 
The findings of the study suggest that it is not only the wife/husband who is 
involved but all members of the rural family (nuclear and joint) seem to be playing 
their respective roles in the purchase decision today. In particular, the findings of 
this study indicate that the children exert considerable influence during the idea 
initiation stage in case of television, VCD and tooth paste. It is interesting to note 
that children were found to be wielding some influence in case of even big-ticket 
item like television and at an equal plane with their parents in case of VCD. 
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CHAPTER 6 
CONCLUSIONS AND MARKETING IMPLICATIONS 
6.1 Conclusions 
The cultural and sociological ethos in the Indian rural set up are undergoing a 
gradual change with increased literacy, a shift from agriculture to non-agriculture 
activities, emergence of 'individualized joint families', and increased media 
exposure, which have triggered changes in the purchase process and consumption 
patterns of rural consumers. One can observe a gradual shift from unilateral decision 
making to joint decision making process marked by increased participation of wife 
aiid children. 
The involvement of family members in purchase decision process depends to a great 
extent on the nature of the product, stages of the purchase decision process, and the 
sub-decisions related to purcliase. 
FFM, particularly, wife and grandmother, play a dominant role and are actively 
involved in the purchase decisions involving household items. Traditional sex role 
norms still exist in the Indian rural set up where house hold chores are still 
considered the sole domain of wife/grandmother and they dominate the scene as far 
as the purchase of products related to the above are concerned. The husband-
grandfather dyad was found to be significantly involved in the purchase of two-
wheeler, insurance and television etc. MFM, particularly, husband and grandfather, 
play a dominant role as far as the resource allocation and vendor selection is 
concerned. 
One of ihe most interesting and important feature of the rural set up is the prevalence 
of 'individualized joint families' where individuals branch off to form nuclear 
families (with separate cooking arrangements), living separately on a daily basis and 
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make purchase decisions for FMCGs and consumer durables. But unlike their urban 
counterparts, they bond with the 'parent' family for social occasions and seek the 
advice of family elders in important decisions involving heavy investments as is 
seen in the present study where grandfather is seen playing a dominant role 
especially in case of resource allocation in the purchase of nearly all the durables 
under study. 
Children are increasingly playing an active role not only in the purchase decision of 
FMCGs but also in the purchase of higher end items like television, VCD etc. and 
they display significant level of brand awareness. 
Rural youth exercise important influence in the decision making process showing 
considerable involvement in different stages as well as sub decisions concerning 
colour, brand, type and model of consumer durables. 
The education, occupation and income of the members have a significant bearing on 
their involvement in the purchase decision process. 
6.2 Marketing Implications 
As earlier stated, rural markets offer huge untapped potential to the marketers and 
academicians alike and the buying behaviour demonstrated by the inhabitants of 
rural India differs significantly from their urban counterparts. But, surprisingly, not 
much research has been done in the area of rural buying behaviour more so in the 
area of family purchase behaviour and the marketers usually try to extend urban 
marketing programmes to these rural areas, which generally do not produce the 
desired results. An in-depth knowledge of the rural psyche and buying patterns is 
one of the prerequisites for making a dent into the rural market. The insights thus 
gained may also facilitate practitioners to rc-cnginccr their offerings keeping in mind 
the peculiar needs and preferences of the rural consumers. 
During the last three decades or so, many researchers — academics and practitioners 
worldwide — have acknowledged the role of family and its influence in purchase 
decision process. It is an established fact that marketers have tried to understand the 
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role of different family members in the purchase process from time to time and on 
the basis of this a number of marketing strategies have been developed. 
The present research work is also an extension of the twin objectives of pure and 
applied purposes. Though, the present study is limited in its generalisability to other 
products and situations yet the results do suggest issues that marketing practitioners 
should consider when developing marketing programmes, especially if the product 
or service indicates the involvement of various family members. 
Thus, the present study expects to broaden the existing knowledge base in the area 
of rural family decision making as far as the purchase of various products and 
services is concerned; provide guidelines and directions for future research as also 
provide concrete suggestions to the marketing practitioners that may help them in 
developing relevant marketing strategies which may prove to be useful in solving 
specific marketing problems. Though, the present study is primarily academic in 
nature, yet it may trigger a series of further studies by the practitioners themselves, 
which may be helpful in developing marketing strategies in their respective product 
categories. 
The areas of marketing in which the findings of this study may help the practitioners 
are identified in the following: 
i) Development of promotional campaigns — this may include the 
decision regarding the use of basic advertising theme/appeal for 
specific advertisement, decision regarding the execution style of the 
advertisement, the selection of media and media vehicles, decision 
regarding media scheduling etc. 
ii) Segmenting the market — another area in which the findings of this 
study may prove to be of help to marketers is in segmenting the 
product market, particularly when the role of family members is 
found to vary in the sub-decisions of purchase. Segmentation may not 
be based entirely on the involvement of family members but it may 
be used in conjunction with demographic and psychographic studies 
of the consumers in the product area. 
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iii) Product design and development — in case the research findings vis-
a-vis family decision mai<ing point towards the dominant role of a 
particular family member during the stages of the decision process, 
then, further studies focussing on this/these family member/s should 
be undertaken to find out their preferences which may be taken as a 
basis for product re-design and improvement. Thus, family decision 
making studies, as the current one, can be used as a prelude for 
undertaking consumer preference studies. 
In the light of the findings of the present study it is suggested that in order to 
increase the effectiveness of promotional campaigns, marketers must examine the 
relative involvement of family members at each stage of the decision making 
process, for each of the product category under consideration. 
For example, in case of two-wheeler, which is thought to be in the domain of 
husband, it was observed that though he exhibited significant involvement vis-a-vis 
idea initiation and final decision, he was being actively aided by children 
(particularly, son) during the information gathering stage as well as the colour and 
decision regarding type. While during the sub-decision pertaining to the financial 
allocation and vendor selection, grand father was found to be playing a dominant 
role. 
More interestingly, in the case of television and VCD where husbands are expected 
to play a dominant role, more so in the rural setting, children along with wife were 
found to be holding sway as far as the idea initiation and timing of purchase was 
considered. Further, husband was again aided by son in all the stages as well as the 
brand, type and dealer decision. 
These observations pertaining to two-wheeler, television and VCD have important 
implications for the marketers because while designing their promotional messages 
and other elements of the marketing mix, they need to perform a delicate balancing 
act. Product information needs to be placed in not only male oriented media sources 
but also the ones of interest to the wife and children too. Thus, there is a need to 
tackle the issue by developing two campaigns — one stressing husband oriented 
appeals where the emphasis should be on the store dealers' name, location, 
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reputation and the price comparisons; and the other family oriented one — which 
caters to the subtle concerns of the wife and children such as type, colour, brand and 
to some extent cost too. 
Although television comes to mind as one of the most obvious media choice where 
products could be advertised during programmes which are enjoyed by the whole 
family, but owing to its limited reach in the rural area, use of more innovative and 
creative media vehicles is required. 
Table 6 is a summarized version of the suggested marketing strategies for the 
products under study. These strategies directly flow from the findings of present 
research. 
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CHAPTER 7 
FUTURE RESEARCH DIRECTIONS 
As the geographical extent of this study was limited to the villages of Uttar Pradesh, 
India, similar studies in other regions of the country would add both breadth and 
depth to our understanding of the family as a decision making unit considering the 
simple fact that the rural market is not only large, but also geographically scattered 
and exhibits linguistic, regional, economic and cultural diversities (Bargal, 2004; 
Halan, 2004). 
In order to fully understand the dynamics of family decision making in rural India, 
there is a need to consider the impact of personal relationships based on love and 
affection and intimacy, as important sources of individual goals and desires that 
influence joint decisions in families (Park, Tansuhaj & Kolbe, 1991). The inclusion 
of love, affection and intimacy in models of family decision making should yield 
greater insights into the interpersonal dynamics at work in the closely knit Indian 
rural families during the family decision making process. 
Considering the fact that the rural respondents are sometimes seml-llterate and 
illiterate, the researchers need to reorient their enquiry approaches to get amore 
insightful outcome for e.g. Innovative research tools like images with varying 
expressions to ascertain preference and liking, colour association tests could be used 
(Krishnamurthy, 2000; Krishnamacharyulu & Ramakrishnan, 2002). Alternative 
research approaches like observational studies, interactive interviewing and focus 
group interviews can also be adopted. 
Children have emerged as a dominant player in the purchase process of not only 
FMCGs but also big ticket items. Thus, more studies dealing specifically with the 
involvement of children belonging to different age groups are needed to ascertain as 
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to which group plays a more dominant role across different product category 
especially in the Indian rural context. 
Understanding the age at which brand names become important may provide "the 
foundation to better predict the evaluative judgments and purchase decisions made 
and influenced by children, as well as the decisions made by those children when 
they become adults" (C. Hite & R. Hite, 1994). Thus research needs to be 
undertaken in this area especially in the Indian rural context. 
A widely held assumption is that brands purchased by the family will continue to be 
purchased by the children when they become adults. Research is needed especially 
in the direction of whether there is continued parental influence on the purchase 
behaviour of rural youth who move to cities for higher education. What needs to be 
investigated is that whether the parents continue to hold sway, on their product 
decisions, or whether their peers start taking the place of their parents in purchase 
influence. The reduction in parental influence may indicate an important marketing 
opportunity. 
The sub-cultural factor of religion, and the related dimension of religious 
orientation, also has been found to be associated with family decision making 
(Guber, 1991). They assume even greater significance in the Indian rural settings 
where buyer is strongly bagged down to local social and cultural pressures (customs, 
habits, religion, attitude) which have indomitable influences on the buying pattern 
(Kashyap, 2000; Mathur, N 2005). This aspect needs to be explored in the Indian 
rural context. 
Although durable and non-durable purchases encompass a multitude of decisions, 
they have little to do directly with how families manage their overall finances or 
plan other areas of their life. These areas also require frequent decision making and 
thus provide opportunities for differing degrees of husband-wife involvement and 
consequently can be an interesting subject of research, 
The home economics literature has long contained a normative but largely non-
empirical discussion of family financial management. It is also true that studies of 
durable goods buying, as was the case with this study, frequently contain questions 
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relevant to the family budget (e.g., deciding how much to spend and when to make 
the purchase, etc). The view of husband, wife and children involvement that emerges 
when these decisions are "piggybacked" onto product decisions must surely be 
incomplete, however. Decisions to spend rather than save or to spend money for a 
new roof instead of a vacation involve "across-product" evaluations that cannot 
possibly be understood if one focuses only on one or two product categories (Davis, 
1976). Thus, research needs to be undertaken in this direction incorporating a range 
of products. 
Future research needs to consider the relative frequency of consensual versus 
accommodative decision making within families. Moreover, little is known about 
the extent of goal agreement as a function of product category. Each spouse can 
engage in the same consumption behavior for different reasons. The diversity of 
ends that can support the same behavior within families needs to be explored. 
Children of different sex will likely manifest different types of interaction with their 
parents (Moschis and Mitchell, 1986). Thus, future studies should examine the 
impact of adolescent sex on interactions with parents and its consequent impact on 
family decision making. 
Most of the reported research is US centric. Although many aspects may be 
generalisable to other countries, it is questionable whether families from different 
cultural backgrounds function similarly. Cross-cultural studies in family decision 
making in the rural context have not been actively pursued, although such studies 
are required for the determination of generalisable principles. 
Given the heterogeneous ethnicity found within rural India, as well as different 
levels of economic development, additional replicative and extension efforts will be 
necessary to "paint" a more complete picture of family decision making. With the 
rich diversity in cultures present in India, the family structures also vary. Thus, there 
is a need to examine these differing family structures too. This type of exploratory 
research is necessary to provide the impetus for future studies that can provide 
additional information about the complex nature of Ihc Indian culture and the 
mechanics at work during the family decision making process. 
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The body of research pertaining to family decision-making, as it presently exists, 
appears to be fragmented. Though a multitude of concepts relating to family 
decision-making have been investigated, unfortunately, there has been little attempt 
as of yet to integrate these related lines of research. Family decision-making 
research will be significantly furthered if the relationships between constructs such 
as roles, family power, influence, participation, etc. are clarified, and phenomena 
attributed to each are identified. 
Most husband/wife influence studies classify family consumption decisions as 
husband-dominated, wife-dominated, joint (i.e. equal or syncratic) and autonomic 
(i.e. unilateral) (Herbst, 1952; Davis and Rigaux, 1974; Lavin, 1985; and Corfman, 
1991). But studies have found that such influence is fluid and likely to shift, 
depending on the specific product or service, the family role structure orientation, 
and the specific stage in the decision making process. These factors also are 
mediated by changing lifestyles, particularly the changes in family lifestyle options 
associated with women working outside of the home, late marriages, starting 
families at a later age and changes in de facto relationships. The roles of husband, 
wife and children are fluid and continuously change with time. With these changes 
there is also a continuous change of their involvement in purchasing decisions. All 
these changes quickly make empirical work obsolete (Assael, 1987). So the 
behaviour of husband wife and children as consumers has to be studied regularly to 
find out the main decision makers within the family. Further, the marketers need to 
be alert to how shifting family roles may be affecting the composition of their target 
markets in order to make timely adjustments to their marketing strategies. Thus, 
there is a need for ongoing research in this direction. 
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APPENDIX I 
QUESTIONNAIRE 
Dear Respondent, 
You have been chosen as a distinguished participant in this survey designed to study 
the process of purchase decision making in the families in rural India. Since your name will 
not be asked, be very frank in your responses. Your cooperation in this regard is highly 
solicited. 
Thanks 
1. Given below is a list of products and respective purchase related activities. Please 
indicate your level of involvement during each stage by putting a (V) in appropriate 
column. 
Highly Involved (HI) 
S.No. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8 
Product 
Category 
2 Wheeler 
T.V. 
Radio 
VCD 
Insurance 
Edible Oil 
Tooth Paste 
Detergent 
Moderately Involved (MI) 
Initial Idea for 
purchasing the 
product (PR) 
HI MI NI 
Not Involved (NI) 
Efforts in 
collecting 
information before 
purchase (IC) 
HI MI NI 
Final decision for 
purchasing the 
product (FD) 
HI MI NI 
2. Please (V) against the appropriate category of purchase factors fro each product 
indicating your involvement: 
1) 
S.No. 
1. 
2. 
3. 
4. 
5, 
6. 
2 .Wheeler 
Decision Statement 
Decision regarding amount to be spent 
Decision regarding when to purchase 
Decision regarding brand to purchase 
Decision regarding (motor cycle, 
scooter) 
Decision regarding colour 
D.ccision regarding outlet (dealer) 
Level of Involvement 
HI (3) MI (2) 
- — • ~ . ~ - ^ ^ — ~ -
, NI.(1) 
— „ ™ . „ . . „ , „ . . . . . . . _ 
2) 
S.No. 
1. 
3. 
47 
5. 
T.V. 
Decision Statement 
Decision regarding amount to be spent 
Decision regarding when to purchase 
Decision regarding brand to purchase 
Decision regarding type(colour, BW) 
Decision regarding outlet (dealer) 
Level of Involvement 
HI MI NI 
3) 
S.No. 
1. 
2. 
3. 
4. 
5. 
R^dio 
Decision Statement 
Decision regarding amount to be spent 
Decision regarding when to purchase 
Decision regarding brand 
Decision regarding model 
Decision regarding outlet (dealer) 
Level of Involvement 
HI MI NI 
3) 1 
S.No. 
1. 
2. 
3. 
4. 
VCD 
Decision Statement 
Decision regarding amount to be spent 
Decision regarding when to purchase 
Decision regarding brand 
Decision regarding mode! 
Decision regarding outlet (dealer) 
Level of Involvement 
HI MI NI 
4) 
S.No. 
1. 
2. 
3. 
x 
5. 
Insurance 
Decision Statement 
Decision regarding amount to be spent 
Decision regarding when to purchase 
Decision regarding brand/ Company 
Decision regarding type 
Decision regardingdealer 
Level of Involvement 
HI MI NI 
— 
5) 
S.No. 
1. 
2. 
3. 
4. 
5. 
6. 
Edible Oil 
Decision Statement 
Decision regarding amount to be spent 
Decision regarding when to purchase 
Decision regarding brand 
Decision regarding type 
Decision regarding quantity 
Decision regarding outlet (dealer) 
Level of Involvement 
HI MI NI 
-2 
6) 
S.No. 
1. 
2. 
3. 
4. 
5 
Tooth Paste 
Decision Statement 
Decision regarding amount to be spent 
Decision regarding when to purchase 
Decision regarding brand 
Decision regarding Pacic Size 
Decision regarding the shop 
Level of Involvement 
HI MI NI 
•. 
7) 
S.No. 
1. 
2. 
3. 
4. 
5. 
6. 
Detergent 
Decision Statement 
Decision regarding amount to be spent 
Decision regarding when to purchase 
Decision regarding brand 
Decision regarding type 
Decision regarding paclc size 
Decision regarding the shop 
Level of Involvement 
HI MI NI 
3. 
1. 
2. 
3. 
4. 
5, 
6 
7 
Please provide the following information: 
Your Sex (PI. write M for Male and F for Female) 
Your age 
Your profession 
Your highest academic degree 
(e.g. Metric, BA, MA) 
Your income (per month) 
Position in the family (PIF) 
Type of family (TOF) 
years 
Rs. 
-3 
APPENDIX II 
3 T ^ ^ n ^ 
3r?fo 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
ti'kj, tA ^-ofr 
n \ 
^Ml6iJI clI^H 
a.4t. 
^ 1 ^ 
4t0 # 0 ^0 
#RT 
\ N 
^yiHclHI d d 
^2T ^ 
(^ f \ kevji-e 
' ^ i l t i ' ^ ^ 
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APPENDIX V 
Non Parametric Tests used in the Study 
1. The Kruskal-Wallis Test-A Nonpararaetric Alternative to One Way ANOVA 
When the populations under study are not normally distributed, we cannot use the 
ANOVA procedure. A nonparametrlc test designed to detect differences among 
populations which requires no assumption about the shape of the population 
distributions, is the Kruskal-Wallis test. The test is the nonparametric alternative to 
the (completely randomized design) one way analysis of variance. 
Kruskal-Wallis test is an analysis of variance that uses the rank of the observations 
rather than the data themselves. This assumes, of course, that the observations are on 
an interval scale. If our data are in the forms of ranks, we use them as they are. 
Kruskal-Wallis test is identical to the Mann-Whitney test when only two populations 
are involved. We thus use the Kruskal-Wallis test for comparing k populations under 
study have the same distribution, and the alternative hypothesis is that the k 
populations, where k is greater than 2. The null hypothesis is that at least two of the 
population distributions are different. 
The Kruskal-Wallis hypothesis test is 
HQ :A11 k populations have the same distribution 
H] : Not all k populations have the same distribution 
Although the hypothesis test is stated in the terms of the distribution of the 
populations of interest, the test is most sensitive differences in the location of the 
populations. Therefore, the proceddure is actually used to test the ANOVA hypothesis 
of equality of k population means. The only assumption required for the Kruskal-
Wallis test is that k samples are random and are independently drawn from the 
respective populations. The random variables under study are continuous, and the 
measurement scale used is at least ordinal. 
We rank all the data points in the entire set from smallest to largest, without regard to 
which sample they come from. Then we sum all the ranks from each separate sample. 
Let «] be the sample size from population 1, «2 the sample size from population 2, 
and so on up to «^ , which is the sample size from population k. Define n as the total 
sample size: « = «i + ^2 + • • • + «yt • We define i?i as the sum of the ranks from sample 
\, i?2 as the sum of the ranks from sample 2, and so on to R}^, the sum of the ranks 
from sampled . Kruskal-Wallis test statistic is defined as: 
/ f= - '^ 
n{n + \) 
k D^ 
-3(« + I) 
2. The Mann-Whitney J7Test 
The Mann-Whitney U Test, also called the Wilcoxon Rank Sum Test or just the rank 
sum test, is a non parametric test based on ranks. The observations are ranked from 
smallest to the largest and then the ranks are used instead of the actual sample values. 
Sometimes, the data are themselves ranks. Methods based on ranks are useful when 
the data are at least on an ordinal scale of measurement. Surprisingly, when wc 
substitute ranks for actual observations, the loss of information does not weaken the 
test very much. Infact, when the assumptions of the corresponding parametric lest are 
met, the non parametric test based on ranks is often about 95% as efficient as 
parametric tests. When the assumptions needed for the parametric tests (usually, a 
normal distribution) are not met, the test based on ranks are excellent, powerful 
alternatives. 
The Mann-Whitney U test is a test of equality of two population distributions. The 
test is most useful, however, in testing for equality of two population means. As such, 
the test is an alternative to the two sample t test and is used when the assumption of 
the normal population distribution is not met. However, the test is only slightly 
weaker than the t test. 
The null and alternative hypotheses for the Mann-Whitney U test are 
HQ :The distributions of the two populations are identical 
H] : The two population distributions are not identical 
The above hypothesis is often written in terms of equality versus non-equality of two 
population means or equality versus non-equalily of two population medians. As 
such, wc may also have one-tailed versions of the test. We may test whether one 
population mean is greater than the other. We may state these hypotheses in terms of 
population medians. 
The only assumptions required by the test are that the samples be random samples 
from the two population of interest and that they be drawn independently of each 
other. If we want to state the hypothesis in terms of population means are medians, 
however, we need to add an assumption, namely, that if a difference exists between 
the two populations, the difference is in location (mean, median). 
The computational procedure 
We combine two random samples and rank all our observations from smallest to 
largest. To any ties we assign the average rank of the tied observations. Then we sum 
all the ranks of the observations from one of the populations and denote that 
population as population 1. The sum of the sample ranks \sR\. 
TT «1 ("l + 1) n 
Where n\ is the sample size from population 1 and «2 is the sample size from 
population 2. 
The U statistic is a measure of the difference between the ranks of two samples. Large 
values of the statistic, or small ones, provide evidence of a difference between the two 
populations. If we assume that differences between the two populations are only in 
location, then large or small values of the statistics provide evidence of a difference in 
the locations (mean, median) of the two populations. 
APPENDIX VI 
Appendix VI (1): Involvement of Family Members during Decision 
Stages & Sub decisions vis-a-vis Gender 
^ 
H 
Stagcs & Sub decisions 
Idea Initiation 
Information Collection 
I'inal Decision 
Aniounl Decision 
Time Decision 
Brand Decision 
Type Decision 
Colour Decision 
Dealer Decision 
Male (246) 
303.25 
310.88 
308" 37 
297.09 
295,18 
3 1 0 . 9 3 ' 
308.57 
278.66 
303.46 
Fvnuilc 
(216) 
149.78 
141.09 
143.95 
"""T56.8'"" 
158.98 
141.03 
143.73 " 
177.79 
149.54 
Muitii-
Whitney V 
statistic 
8916.5 
7040 
7657" 
10433.5 
10903 
7027.5 
7610' 
14967.5 
8865.5 
Sig.* 
0.00 
0.00 
0.00 
0.00 
0.00 
0.00 
0.00 
0.00 
0.00 
> 
Stages & Sub decisions 
Idea Initiation 
Information Collection 
Final Decision Making 
Amount Decision 
Time Decision 
Brand Decision 
Type Decision 
Dealer Decision 
Male (249) 
232.15 
303.66 
300.48 
286.19 
238.67 
294.82 
245.16 
304.12 
Female 
(217) 
235.05 
152.99 
156.65 
173.87 
227.57 
163.94 
220.12 
153.22 
Mann-
Whitney U 
statistic 
26680.5 
9546.5 
10339.5 
14077.0 
25729.5 
11921.0 
24112.5 
9595.5 
Sig. 
0.792 
0.00 
0.00 
0.00 
0.332 
0.00 
0.027 
0.00 
o 
S 
Stages & Sub decisions 
Idea Initiation 
Information Collection 
Final Decision Making 
Amount Decision 
Time Decision 
Brand Decision 
Type Decision 
Dealer Decision 
Male (192) 
147.70 
167.05 
166.5 
163.62 
149.94 
168.57 
167.82 
170.25 
Female 
(163) 
128.82 
106.35 
106.98 
110.34 " 
126.26 
104.58 
105.45 
102.63 
Mann-
Whitncy U 
statistic 
8233 
5357 
5438 
5867 
7905.5 
5130.5 
5242 
4880 
Sig. 
0.037 
0.00 
0.00 
0.00 
0.008 
0.00 
0.00 
0.00 
Sig. denotes the p value 
Q 
O 
> 
Stages & Sub decisions 
Idea Initiation 
Information Collection 
Final Decision Making 
Amount Decision 
Time Decision 
Brand Decision 
Model Decision 
Dealer Decision 
Male (92) 
88.16 
103.22 
104.53 
105.65 
89.24 
107.42 
108.43 
113.71 
Female 
(83) 
87.82 
71.13 
69.68 
68.43 
86.63 
66.47 
65.36 
59.51 
Mann-
Whitney IJ 
statistic 
3803 
2418 
2297.5 
2194 
3704 
2031 
1938.5 
1453 
Sig. 
0.96 
0.00 
0.00 
0.00 
0.709 
0.00 
0.00 
0.00 
u 
< 
z 
Stages & Sub decisions i Male (192) 
Idea Initiation 
Information Collection 
Final Decision Making 
Amount Decision 
Time Decision 
Brand Decision 
Type Decision 
Dealer Decision 
207.38 
219.34 
219.33 
216.54 
215.97 
222.06 
222.92 
228.17 
Female 
(163) 
143.39 
129.31 
129.32 
135.32 
135.98 
128.9 
127.9 
121.78 
Mann-
Whitney [J 
statistic 
10006.5 
7711 
7713.5 
8632 
8742 
7573 
7408 
6399.5 
Sig. 
000 
0.00 
0.00 
0.00 
0.00 
0.00 
0.00 
0.00 
-3 
o 
s 
stages & Sub decisions 
Idea Initiation 
Information Collection 
Final Decision Making 
Amount Decision 
Time Decision 
ilraiid Decision 
Typo Decision 
Amount Decision 
Dealer Decision 
Male (265) 
192.59 
213.47 
218,46 
237.43 
" T 8 ( r 5 9 ~ ^ 
203.88 
2()0.9'l 
206.49 
280y58^^ 
Female 
;(234) 
315.01 
291.37 
284.8 
264.23 
^T328.7r~ 
302.23 
305.56 
299.27 
214.15 
Mann-
Whitney U 
statistic 
15791.5 
21325.5 
22646.5 
27675 
I261Z5 ^ 
18783.5 
18()T)3.5 
19476 
22636 
Sig. 
0,00 
0.00 
0.00 
0.03 
0.00 
oM 
0.00 
0.00 
H 
< 
CL. 
X 
O 
O 
H 
Stfiges & Sub decisions 
Idea Initiation 
Information Collection 
Final Decision Making 
Amount Decision' . 
lime Decision 
Brand Decision 
Pack r^ecision 
Dealer Decision 
Male (264) 
225.08 
244.25 
249.73 
251.06 
195.81 
239.89 
239.56 
295.99 
Female 
(232) 
275.15 
"^  2'54.3i""^ 
248.17 
246.66 
309.27 
^"25912 
259.7 
195.76 
Munn-
Whltney U 
statistic 
24441 
' " 29 502.5 
30563 
3021 1 
16713.5 
Islso.s 
28263 
18350.5 
SIR. 
0.00 
0.401 
1).8"97 
0,712 
0.00 
0.095 
().{)9''i 
0.00 
OS 
u 
Q 
O 
cu 
O 
z 
< 
Stages & Sub decisions 
Idea Initiation 
Information Collection 
Final Decision Making 
Amount Decision 
Time Decision 
Brand Decision 
Type Decision 
Colour Decision 
Dealer Decision 
Male (265) 
169.27 
198.41 
201.07 
231.33 
160.15 
184.55 
184.4 
190.96 
292.61 
Female 
(234) 
341.42 
307.15 
305.41 
271.14 
351.75 
324.12 
324.29 
316.86 
201.75 
Mann-
Whitney V 
statistic 
9612 
17399 
18039 
26058.5 
7196 
13661 
13620 
15359.5 
19714 
Sig. 
0.00 
0.00 
0.00 
0.001 
0.00 
0.00 
0.00 
0.00 
0.00 
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